


A Gil 
of Holiday Beauty eee 


Schack's Twinkling, Blinking, Glamorous 


TWINKLE STARS 


Tiny Bright Blinking Lights glow brilliantly through the translucent 
shimmering Star-Points; Colorful Ornaments reflect hundreds of pin- 
pointed facets of light. . . A Sparkling, Modern Store-Wide Christmas 
Trim. Free Brochure on Request: ask for “Twinkle Stars” photos. 


athiths. INCORPORATED 2516 WEST ARMITAGE AVENUE CHICAGO 47, ILLINOIS 
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#5833 Nimbus Circle 
with back 
28 in. in diameter: 
22% in. opening 
Creer 
White... 


7 $5.45 each; $54.50 dozen 
‘CTo} (eo Mel ame li ha-mm eli-hicte 


$8.05 each; 
hol0 Mel OMelera-ia| 


#5824 Rose Garland 


48 in. x 7in. 
White $2.50 each: $25.00 dozen 


$4.30 each: 
$43.00 dozen 


‘CTol[oMelameliii-lameli-hicie 


#5830 Acanthus Leaf 
8 in. x 18 in. 


White 
CTo}foMelam Jini -lameli-hicie 


$2.35 each: $23.50 dozen 
$3.95 each: 
$39.50 dozen 


#5821 Angelhead 
with wings; 9 in. x 13 in. 
White. ..$2.25 each; $22.50 doz. 


CTollomelam- lil i-lamelichice 
$3.75 each $37.50 dozen 
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Pr cl of splendo,. 


As backgrounds or suspended from the ceiling. . . for 
Christmas... for fashions... for Valentine’s Day... 
for Bridal promotions: . . for white sales... for year 
around use... wholly or in parts. 


yp ase ereemen 
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The Stensgaard ‘‘Nimbus’’* may be had in two styles 
and in a variety of finishes of your own choosing. 


Six point Nimbus; 8 feet from tip to tip, of vacuum formed, lightweight 
plastic, reinforced, numbered and shipped ready for assembly. 


$73.55 each; 12 or more, $70.00 each 


$105.75 each; 12 or more, $100.00 each 
$105.75 each; 12 or more, $100.00 each 


#5815 White.. 
#5816 Gold plated 
#5817 Silver plated 


If a mirror is desired in center, add $10.00 to cost of Nimbus ...also add 
$10.00 for special coloring over white, silver or gold! 


Eight point Nimbus; 8 feet from tip to tip. As shown, with mirror center and trans- 
parent blue and green over silver plating . . . $117.45 each; 12 or more, $110.00 each. 


Stensgaard,Inc. 


346 N. JUSTINE, CHICAGO 7, ILLINOIS 


* Webster says: Nimbus: ...A halo; an aura of splendor. 


$68.95 each: 12 or more, $65.50 each 
$97.45 each; 12 or more, $92.70 each 
$97.45 each; 12 or more, $92.70 each 


#5818 White.. 
#5819 Gold plated 
#5820 Silver plated.. 


These prices are without mirror center. 
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THE COVER 


At last we found a display that would 
suitably tell the fall story on our cover. 
This is only a third of the enormous 
panorama spread through three contin- 
vous windows of Whitney's, Albany, 
N. Y., by Display Director Norbert Born- 
horst. It tells of the landing of Henry 
Hudson on September 19, 1609. The 
figures seem to spring to life right out 
of the painted mural background. 


* 
OUR NEXT ISSUE 


Our annual Special Christmas Issue 
will come your way next month with a 
wide variety of features to assist you 
with your exterior, window and interior 
display planning for the coming holidays 

. Highlights will be reports on the 
1959 extravaganzas of Bon Marche, 
Seattle, and Stix, Baer & Fuller, St. Louis 
. . . Other top stores will also be repre- 
sented—not to exclude smaller stores, 
utility and service institutions . . . This 
will be one of our most lavishly illus- 
trated issues . . . in the mails on Sep- 
tember 20. 


ae 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
Paul T. Knapp, Editor 
R. James Shriver, Advertising Manager 
Richard Link, Production Manager 


Eastern Office 
Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 
Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 








In Fort Lauderdale, Florida, 
Jordan Marsh is opening Number Six— 

a 170,000 square foot complete department store, 
sister to its highly successful Miami establishment. 


Situated between Saks Fifth Avenue and de Pinna 
in the great new Sunrise Shopping Center 
(parking 10,000 cars daily) , this newest Jordan Marsh, 
FVM lemiticoaatie-lMealtileimeici(e ae lite ety 
promises to be a big-volume business-getter. FORT LAUDERDALE 


As with other Jordan Marsh stores, 
Display Headquarters has been engaged to create and 
supply the mannequins, forms, and displayers, 
| that will add so much importance to the 
exterior and interior presentations of the new store. 
| 


DEW eawus hue. 


498 SEVENTH AVENUE, NEW YORK 18. 
Mary Brosnan mannequins, Durabelle mannequins, 
Patina forms, Cumilite displayers. 
imaginative novelties 
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Vics rPRESIDErT 


Mr. S. Freund 

c/o Decorative Plant 
136 West 24th Street 
New York, New York 


Deer Mr. Freund: 


It is only fit and proper that we should ~ess alonr t 
you some of the praise and enthuastic applause which 
has greeted the Christmas display on the front of our 
building which was executed bv you, 


any we have done in a lone time. Congratulations to 
you and your staff. 
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Wemrative Plan _ 


136 WEST 24th STREET, NEW YORK, N. Y. 
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: . - Lifelike Spacemen, created from Celastic, add thrills to the new “Moon Ride’, 
designed for Willow Grove Amusement Park, by Raymond E. Bauer, Chalfont, Pa. 


NEW 
DISPLAY WORLDS 


TO CONQUER? 


USE CELASTIC AND 
YOU’VE GOT IT MADE! 


Anything for amusement can be made with Celastic.. . 
large or small, indoors or outdoors, for Park or playground. 
No other material solves display problems so well... so 
efficiently. Celastic is easy to work with — just cut, dip and 


Shape. It dries rapidly to become a permanent, water- 





proof plastic display that will take practically any finish. 
Celastic is ideal for negative and positive molding, for 


armature and free-form sculpture. Available in 3 weights. 


EXCLUSIVE DISTRIBUTORS FOR DISPLAY CELASTIC 


MAHARAM FABRIC CORPORATION 


NEW YORK: 130 West 46th Street « CHICAGO: 412-20 North Orleans Street 
LOS ANGELES: 1113 South Los Angeles Street 


A Gj aNSaale 


DIVISION OF WASCO CHEMICAL COMPANY, 5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 
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ORDER BY MAIL FROM ART R. COHEN 
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T'WAS THE NIGHT BEFORE CHRISTMAS 
... and all through the display—red sculptured velour backgrounds set off 
CRYSTAL CANDELABRA 


with green holly, edged in white ball fringe, lend the charming Victorian 
Candelabra panels that glow with warmth of air of a truly old fashioned Christmas. Hurricane lataps with white ball 
Christmas. Made of plastic art fibre back fringe shades are nestled in clusters of natural holly that are sprinkled 
ground. Dimensional in effect. Set off with with blue and green sequins. ELECTRIFIED ANGEL 
sequins, richly colored felt and crystal prisms. Fireplace 44” x 8’ x 12” includes Santa in fireplace, 
Makes an elegant and unusual display. Each floral spot, sculptured velour swag $44.50 PANELS 
panel is lit by C-7% clear bulbs with UL Lantern Wreath 61” x 22’ , 
ee Large Boy Figure 40” Tall Elegant dimensional angels 
Size 24” x 48” Price $24.50 a ae as adie sturdy art Fiberglass 
(photo above) Large Girl Figure 40” Tall 7 intiiedl aunel 
issue scuipturesc angels 
Other sizes available 
Single candelabrum unit | 
Size 14” x 48” Price $14.50 
Large Candelabra Unit (15 candles) ae "aa. - ; ne gold [Ideal for window center 
Size 48” x 60” Price $42.50 ow, “oe Ey gp eas: ts a 


or column trim 


are decorated with eg 


sequins (,owns are crystal ink 


ix” Price $19.50 


SCULPTURED VELOUR & FRINGE SWAG 


Red sculptured velour edged in white ball fringe—set 
off with clusters of natural holly—ideal for window 
edging. 
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Size 53” x 14” Price $8.50 ea 








GOTHIC GRILLE MAIL ORDERS 
Made of sturdy 14-ply FILLED 


gold toil board. Complete 


with pre-punched Xmas PROMPTLY REQUEST 


ornament dropouts that 
may be used in conjunc 





tion with or apart from 
grilles Brass fasteners 


are also supplied for ad SCULPTURED BOW 


joining grilles or orna 
Numerous , Red velour |! . < hite 
‘i bOuT OW etl (j in VM“ 11Té 
ideas ments or both. Many ' 
: ri re wit ter rT mn 
fascinating patterns can ng , sais 


be achieved. Ideal for edging windows— in the center 


backgrounds or suspended units. 810 PENN AVE. ° PITTSBURGH, PA. fireplace or swag 
Size 12” x 24” (1 dz. to ctn.) $12.00 dz a — 
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idea sparkers / travel 








FREE?! Please send me the new self- 
explanatory sample kit that contains 
various types of versatile and eco- 
nomical Upson Display Board. 


The Upson Company, 590 Upsun Point, Lockport, New York 
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Tum your * 
Christmas 
Exteriors 
into Twinkling 
itylands 
like these: 


IT'S EASY WITH OUR NEW LOW-COST 
as (/ } ( y " 
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OUTDOOR CHRISTMAS DECORATIONS 


® 


Let holiday fantasy pervade every nook and 
cranny of your store exterior and surroundings! 
Decorate your facades, ledges, cornices, roofs, 
Streets, malls, and parking lots with Hemlock 
and Royal Pine in Christmas colors, with 
Christmas radiance. The effect is tremendous! 
By day gay decorations will greet your public— 


and evening hours will sparkle with enchantment. 


NEW FOLDER SHOWS YOU HOW. SEND FOR IT TODAY! 
To acquaint you with the infinite possibilities 

of outdoor Christmas decoration, we, the 
originators and manufacturers, have prepared 

a special folder. Contains pictures and 

technical information on borders, stars, 
snowflakes, garlands, Christmas trees, 

and flexible light strips, all ready 

for use. It’s yours free for the asking. 
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ALLIED DISPLAY MATERIALS INC. 


241 West 23rd Street, New York 11, N. Y. 
Telephone ORegon 5-6350 (Area Code 212) 


Please send at once your new folder on 
Outdoor Christmas decorations 
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A brief news item in our August issue mentioned that the National 
Retail Merchants Association will celebrate its 50th anniversary in 
1961 with a year-long theme of "Retailing Serves America." DISPLAY 
WORLD wants to be the first to congratulate this active organization 
that now numbers among its members more than 11,500 department, chain 
and specialty stores in the U.S., Canada and 4l foreign countries. 


In addition to the annual convention (the next is January 8-12, 
1961), the NRMA conducts conferences for executives in various divi- 
Sions of the retailing industry, such as the Sales Promotion Division 
conference at Phoenix, Ariz., last April. Speakers both at the national 
convention and at the various conferences are never second-rate. Their 
talks are realistic, concise and informative. 


Our contact with the NRMA, except through occasional corre- 
spondence, is rather one-sided, consisting largely of the receipt of 
transcripts of the speeches delivered at the Sales Promotion Division 
conference and those of the national convention that deal with some 
aspect of display. Many of these have been quoted in DISPLAY WORLD. 
We wish we had more space to devote to them bcause of the valuable 
information and inspiration they contain. 


NRMA also publishes books, brochures and other aids prepared by 
the various divisions and offers them to NRMA members (at special 
prices) and non-members (at higher prices). The Sales Promotion 
Division and the Visual Merchandising Group, which, as a separate unit 
of the Division and primarily interested in the display function in 
sales promotion, have prepared several publications that are probably 
the best--and only--sources of much information. A list of these 
materials, along with other appropriate comments, is provided in the 
Display Bookshelf feature in this issue. 


As part of the NRMA observance of its 50th anniversary, Stores 
Magazine, published monthly by NRMA, is planning to tell the history of 
display from 1910 to the present. Miss Helen K. Mulhern, editor, has 
requested our assistance in searching out the material. Unfortunately, 
our photographic files are insufficient from the earlier years. 
Specifically needed are photos of: (1) department store Christmas 
windows from 1910-1950; (2) chain store and variety store windows of 
the 1920's; (3) women's and men's apparel windows from 1910-1940, and 
(4) any series of photos that would illustrate the developing techniques 
of interior display from 1910 to the present. 


Possibly some of our readers have photos in these categories that 
they would be willing to loan to the magazine. I'll be glad to forward 
them for you, and will vouch for their careful handling and safe return. 


Incidentally, if your store subscribes to this magazine, make 
sure you are on the distribution list. It contains many reprints of 
the speeches mentioned earlier and other helpful articles. 


Speaking of distribution lists, why not put the sales promotion 
manager or even the store manager on the list to see your copy of 
DISPLAY WORLD after it has made the rounds (Please turn to page 54) 





Veda’s romantic 


SOUTHERN BELLES 
selected by 


BERGDORE 
G@DDMAN 


Sthave at S8th ST NEW YORK 19 


ON THE PLAZA 


SOUTHERN BELLE mannequins, with their shape- 


ly charm and glorious beauty, are now wearing the 


vibrant, pulsating fashions so strictly ‘Bergdorf’! 


Newly chosen, they've just stepped proudly into the 
windows, bringing with them the tingling excitement 
and breathtaking allure of the famous, fabulous 


‘golden era of fashion’! 


Always before associated with the nostalgic South 
and its beautifully gowned women, the fashion- wise 
NOW associate the ‘golden era of fashion’ with 
BERGDORF GOODMAN and its leadership in 


the world of beautiful fashions for beautiful women! 


How wonderful for beautiful SOUTHERN 
BELLES and opulent BERGDORE 


fashions to get together ! 


beau monde 


division 


American Fixture Inc. Saint Louis, Missouri 


Write our fashion coordinator 
in Sait Louis for photos of 
the New Southern Belles as 
shown at the N. A. D.I. show 


m New Yo rk. 
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BYS 


Visit our New York Showrooms and see the new 
Southern Belle mannequins attractively display- 
ed. Our Consultant, windows and interiors, is 


at your service. 


11 West 42nd Street 
Suite 1004, Salmon Tower Building 
Phone: LOngacre 5-0010 





WING’S SUCCESS 





As LEISURELY SHOPPERS stroll by Peck and Peck’s 

magnificent new display windows their casualness 

turns to inner excitement in viewing the rich settings of 
feminine fashions framed in an atmosphere of unusual 
one-colour treatment. These distinctive window 
displays express the “‘new look’’ coming to New York's 
Fifth Avenue and indeed to the entire country .. . 
Wing’s Success Display. 

Display executives in leading fashion shops and men’s 
stores marvel at the versatility, skillful craftsmanship 
and proved selling-power evidenced in Wing display 
equipment. 

The crowded corridors about Wing’s booth during 
the recent NADI show, further reveal the desire and the 
need for this new concept in display equipment. And this is 
precisely what Wing's Success Display brings to U.S. fashion 
. a new look whose only bound of creative expression 
is the imagination of the display director himself. 
Visit our display room at the Display Center, seventh floor, 
400 Eighth Avenue (at 30th Street) CHickering 4-1418 . . . or ask 
your favorite distributor about our settings. 


wis he Dia SE POSE BM tei Te 


Wing's wide range of men’s and women’s 
settings provide maximum 
versatility for window display. 
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Manufactured and sold in the United States by 


SUCCESS WILSON RESEARCH CORPORATION 
2001 Peninsula Drive « P.O. Box 5037 


Ca” ERIE, PENNSYLVANIA 
Fixture Co., Buffalo @ Feine 


WING DISTRIBUTORS: Baltimore Display Indusiries, Inc., Baltimore @ Art R. Cohen Co., Pittsburgh @ Bison Display - 
Trimming Co., Inc., Boston @ Thompson Display Materials, Charlotte, N. C. @ Morty Fay Displays, Inc., Miami. 
DISPLAY WORLD 





Creating the ANIMATED Display 


CRUGGS-Vandervoort-Barney, St. Louis, 
SS where Pete Berta is display director, is 

one of the few stores that designs and 
constructs its own animated displays. 

Under Mr. Berta’s direction, each step 
of the way for one year's display was photo- 
graphed. That year’s window story was an 
exceptional one. The year before, Charlotte 
Macoy Francis (Mrs. Thomas E. Francis) 
brought a story, “The Forgotten Mrs. Santa 
Claus,” which she had told over and over to 
her own children and finally written down, 
to Vandervoort’s managers. The story had 
such an appeal that management turned it 
over to Mr. Berta, suggesting it as the theme 
for the Christmas windows. Display staged 
the story in animation, 

“The Forgotten Mrs. Santa Claus” win- 
dows went over so well with the public, that 
the following year another story was based 
on the Mrs. Santa Claus idea. In the second 
story, “A Dream Come True,” also by Char- 
lotte Macoy Francis, two children, a twin 
boy and girl, came to Vandervoort’s to cele- 
brate their birthday and at their wish are 
taken to visit Santa’s house for a birthday 
party. The windows portraying that story 
were the ones Mr. Berta had photographed. 

The first step of adapating the story (ob- 
viously locating an appropriate story or 
theme is the first requirement) was to work 
out window sequences, much as one might 
work out scenes for a play. The next step 
was drawing the sketches for each window, 
and figuring out which characters and move- 
ments would best tell the story. 

After all the preliminary sketches and de- 
signs were completed and approved, the job 
of actually building the displays could begin. 
The first step there was the creation of the 
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By CLARA BALDWIN 


Not every store has the time or talent to design and con- 


struct its own animated Christmas displays, but it has grown 
to be a tradition at this prominent St. Louis department 


store ... Here's how it's done 


—The animated Christmas sequence, at top, from “A Dream Come True" shows Santa introducing 
the two children to his elves as he shows them around his workshop at the North Pole . . . Con- 
struction scenes are shown at top of page 15... Above, left, shows half figures of the two children 
and Mrs. Santa Claus ... Mechanics and motor which move figures in Santa's sleigh as it flies over 
landscape are hidden from view in sleigh . . . Above, right, mechanisms are adjusted within body of 
Santa Claus sitting in chair . . . Head and other half of papier mache body was joined later— 


13 








—Top left, motor and mechanism being installed under the section of the platform upon which move two dancing elves . . . Top right, shows chain- 

driven cam that causes rapid movements of drumming elf in another scene . . . Bottom left, faces of three elves singing in final scene are painted 

by Mr. Berta after costuming . . . They were covered with tissue paper and installed later with their under-platform mechanics . . . Bottom right, 

under-platform mechanics which supply motion to figures above . . . Note roller skate wheel (near center of photo) rolling along rim of large wooden 

cam-wheel . . . Below, mechanics are put into the legs of little girl figure made of papier mache . . . Discs at top are where waist joins to legs and will 
produce a turning motion of the upper part of girl's body— 


various figures or characters needed in the ey | The work schedule tor creating animated 
+ displays is coordinated with the regular 


qitterent sets F 
[To a great extent, required motions dic _ “ routine display program for the Vander- 
the way the figures were designed ? voort display department. At the time this 

were used as only half figures. For y ' particular animated series was being de- 
example, Mrs. Santa and the two children signed and constructed, the staff consisted 
seated in the sleigh for the trip to the North ad ot five: Mr. Berta, three men and one wom 
Pole were made trom the waist up. The | an. Later a special seamstress was added to 
rt was mechanism which activated work out costumes for the various figures. 
was concealed below the | . Kach person on the staff helped with every 
he sleigh ) ,\, task, but each was a specialist in some one 
figures were made in sec gg field. One was an artist who did the greater 


9 ‘ 
er! 


ads, legs to be attached to wa ' . part ot modeling the clay figures. Another 
could move in various coor J | st was a mechanic who worked out the activat- 
*” | & nt na ing mechanism. 
part of one fgure ot the little om . pe | Parts for the huge project were con- 
o achieve that action, the upper =< $8 , * | structed in a studio on the second floor of 
‘ure was mounted on a disc. lead , : | i Sef the building across the street from the main 
| by steel rods La fa store on Tenth and Locust Streets in down- 
legs to the ie town St. Louis. Robert Tooley is in charge 
the body was - ; ts ot the studio, and Alex Deeken handles the 
at enclosed the ) 7 2 "| mechanical part 
| Preliminary work began in January. Fig- 
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—Construction in progress on scene shown completed on top of page 13 ... Elves on mechanism will rock back and forth filling Santa's pack . . . In 
background is “Rube Goldberg” ball machine . . . Hole in floor will be covered by box and balls bouncing into it from trough will be fed back into 
machine ... Only pencil sketches on background at this stage. Bottom left, an advance stage of the same ball machine, showing positioning of elf who 


will stir mixture into machine from a perch by the tub at top left in the photo ... Top right, part of barn interior of final scene 
dancing and one moves in semi-circle through slot in floor . . . Figure of Santa watching boy on bucking reindeer . 
Bottom right, a view similar to one above but showing hole in floor for removable platform on which two elves dance . 


. . Iwo elves are 
. Hay rack in background... 
. Elf band will be at left 


. . « Santa figure in background . . . Wooden wall is hand-painted— 


ures or parts of figures came first, being 
modeled in clay, cast in plaster, and finally 
molded in papier mache. 

About April, false platforms were laid 
down in the studio, and work started on the 
basic mechanical units to power the figures 
The were operated by 
means of chains, and eccentric cams or discs 


basic movements 
rotated by electric motors concealed under 
the floor. 

Various movements were planned to coor- 
dinate, so that several figures would be ac- 
tivated by the 
chronize their 


same mechanism. To syn 


action, these figures 


joined by metal shafts. 


were 


The platform units were designed in two 


or three each of which would go 
feet, 6 high and 


30 inches wide. The pieces were constructed 


pieces, 


through a door 6 inches 


to dovetail. 


Openings were made in the platform floors 
through which the animated units could be 
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picked up to facilitate repair or adjustment, 
unless the unit could be reached from the 
side. All of which means there was no 
crawling under floors or platforms to get 
at the mechanical equipment. 

An example of a removable section of a 
platform floor was a circle over which two 
elves danced. It fitted into the hole in the 
floor. One of the elves moved in a semi- 
circle, operated through a slot in the floor. 
In turning, the arms of the two elves were 
designed so they would link from either left 
or right. An elf band stood to the right of 
the dancers. 

In another window, two elves on a mechan 
ism seemed to shake Santa’s bag back and 
forth as though filling it. At the far end of 
that particular set, an elf perched on a 
ladder stirred a tub for the ball machine, a 
“Rube Goldberg” construction. Balls rolled 
out of a trough and bounced into a box from 
which they ran through a slot in the floor 


under the box and were re-fed into the ma- 


chine. As the balls bounced in the 
indicator dial swung up and 
flashed. 

Incidentally, Mr. Berta fuses the electrical 
equipment necessary to operate these displays 


box, an 


a green light 


so the tuse will blow in case of any undue 
The 


which has 


strain on a unit—as a safety measure 
then hunts for the 
tightened, or is faulty. 


crew unit 

By July the wardrobe seamstress started 
costuming the figures. Active figures 
built around the inner units that would 
animate them and were ready to be set in 


were 


place on their location and attached to the 
activating gear below the platform. 

After costuming, features were painted on 
the figures 


, 


work had 


Up to September, most of the 
been fill-in with the regular display schedule, 
but from September and October, everyone 
in the department concentrated on Christmas 
displays 





On the Manhattan 


By RAYMOND MASSEY 


(Photos courtesy Virginia Roehl Studios, New York City) 





OR those whose traveling is circumscribed by time and money, we 

offer a tad of vicarious Virgin Islands vacationing, courtesy of Dorothy 
McKenzie Jeltrup. Now the owner with her husband of a bookshop in 
Christinasted, St. Croix, Mrs. Jeltrup writes Publishers’ Weekly: ‘Display 
windows as we know them in New York are not commonly used here—just 
heavy shutters which are barred at night and thrown wide open all day. This 
means that the whole cobblestone courtyard is practically part of the store. 
We have a hibiscus bush in one window and a lime tree in another. The 


garden has exotic tropical plants, ferns and an almond tree, 


De Pinna (above) and is edged with lovely old Danish stone buildings.'' Mean- 
Hugh T. Christie 


: | 7 | on while, back in the Summer Festival's subways . . . 
With a collection of “fakes” on his hands—silver cat, leopard, 


possum, et al—Hugh T. Christie took a turn through the Central 
Park zoo and came up with the inspiration for this one. Black 
ood bars, complete with Latin descriptions of the animals donating 
their furs and “Please Don’t Feed .. .” signs, appealed to cagey, 
price-minded shoppers. Large white seamless paper letters spelling 
“FAKE” on a black seamless background negated the possibility of 
ruffled furs among the mink-demanding set. Lighting was by 
unfiltered 200- and 300-watt spots, aided by an occasional unfiltered 
Z200-watt pinpoint. (For another cagey “Please Dont Feed 
display, cf. the Stern’s photo in the May 1960 tissue.) 


M. Lowenstein & Sons (right) 
Martin Bryan Associates 


Manufacturers showrooms, as it’s often said in these pages, offer 
some of the nation’s most effective display work. As indicated by 
the all-around wardrobe and sporting disposition ot the white com 
sition-board figures seen here, this men’s wear manufacturer was 
erested in selling “America on the Go with M. Lowenstein”—intent 
n having buyers head straight as a gold arrow for the showroom. In 
ther areas, partners Martin Bryan and Robert Harris have lately 
been concerned with taking the all-too-proverbial plane and globe out 

airline windows and, in the good company of Ron B. Prybycien, giv- 


' 
sc ti 


ng the travel-minded consumer a real display ride for his money. 


snot 
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Delman Shoe Salon (left) 
Jerry Morgan 


“Wear white with yellow to catch a fellow’—a cool 
one poured by Jerry Morgan and his assistant, Ric 
Miller—turned out to be the antithesis of a display 
lemon. Set against a yellow background and floor, the 
apt summertime prop (reversed E’s and all) stands 
by itself. Delman, by the bye, carries the “Miss 
Bergdort” signature. 
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Display-Go-Round 


Kayser-Roth Hosiery (right) 
Judy Joseph & Frank Polson 


Since all displaymen don’t have the opportunity to visit manufacturers’ show- 
rooms, the ambitious showrooms come to them via photographs. Judy Joseph and 
Frank Polson, specialists in women’s and men’s wear display at Macy’s, free- 
lanced ten displays for Supp-hose designed to suggest to displaymen across the 
country some of the ways the product could be dramatized in windows and in- 
teriors. Here’s a variation of the familiar “Which twin has the Toni?” motif high- 
oe by the composition-boarded artwork of Alfredo d’Ortenzio, a Macy’s 
staffer. 


Supp-hose 
OR REGULAR SHEERS 
wick is WHICH 


Tiffany's (left) 
Gene Moore 


“Gene Moore brought in two pieces of commercially produced stained glass 
and said we'd have to make some more to go with it,” Assistant Display Director 
Ron B. Prybycien recalled. “Once we began working with our own version of 
the medium—it’s a technique that has all sorts of possibilities—we found that 
our glass had more character, as Gene put it, and ended up not using the com- 
mercial material at all.” To show Tiffany’s stationery line, a blowtorch was 
applied to unrolled solder to fashion it into the framework of the letters 
“WRITE” in the various lettering styles available to the consumer. The boning 
was then glued to different colors of theatrical gelatin, producing a red W, blue 
R, purple I, orange T, and turquoise E. The letters were then lightly fired 
with a blowtorch, making them bubble up and resemble stained glass more 
than plastic. Lighting was by daylight-blue auto and baby spots. 


B. Altman (right) 
Anton Heller 


Anton Heller, whose display performances range 
from the very simple to the very elaborate, went the 
whole prop shop to make “The Mannequin Look” as 
eye-fetching as possible. To play the pose “to the 
hilt,” the copy recommended makeup and a hairdo by 
Charles of the Ritz. A profusion of foliage, a proud 
peacock and a “stained glass” lighting effect prompted 
potential customers to visualize themselves as “lan- 
guid, alluring, glamorous—too marvelous tor words!” 
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for men’s wear 





Bullrushes, Decoys and Old Shotguns 


A background made from five or six smaller oblong panels 
of thick wallboard is always useful for trimming male ap- 
parel against. The panels can be each painted different 
colors and merchandise is arranged in a straight styled 
manner. This prop is excellent for open-back windows. 
The shotgun, bullrushes. decoy and shells complete the 





display. 











Socks in Bloom 





Along the full length of the window arrange 





welded. wire ‘flowers’ on which can be fitted 





a full range of nylon socks to present a 





colorful selection. Two or three larger 
versions in the wirework can stand behind 
this with appropriate accessories pinned to 


the cardboard blooms. A figure as a gar- 








dener would finish the effect. 
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“Latest News...Latest Styles” 





An attractive and simple display. Several 
pairs of slacks, fitted on leg forms, are sus- 
pended at various heights through the win- 
dow. Late newspapers, pasted on stiff card, 
are attached to hide the tops and appear 





as if being read. Hands may be shown 
holding the papers. One on the floor can 





carry the copy slapped on in a color to 
stand against the newsprint. 
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Suits or Sports Jackets 


Stand nothing on the floor. Suspend the three half figures with a 
neat looking rope from ceiling to center of the neck — and also 
an accessory group if possible. For more interest, add articulated 
arms complete with hands (no head or legs). Selling text can be 
neatly printed on a thin, floor to ceiling panel, standing just off 


from the back wall. 


Wine Cellar Theme 


Arranged as props and stands; several bottle crates, 
kegs, wine bottles, straw and a homely spider web 
can attract attention to small items of apparel includ- 
ing shirts. The shirts will stand out more effectively 
and with more class if pinned neatly to dark colored 
card and then arranged in the display. 











By ROGER D. ANDERSON 

















Old Bicycles 


These may be used effectively if freshly 


painted and suspended at odd angles. 
Complete cycles are not necessary — 
only odd parts. Merchandise suitable: 





high class suits and accessories. A fresh 
and attention-catching display. 
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Captivating 


Christmas 


Interiors 


(top left) By Abraham & Straus, Brooklyn; John Rosenberg, display 
director . . . Slowly revolving music box suspended from ceiling .. . 
Pastel pink garlands studded with miniature lights converged above 
it... Music piped throughout main floor. (left) By Forbes & Wallace, 
Springfield, Mass.; C. W. Ferrick, display director . . . Gold rattan 
arches were trimmed with green roping and red lights . . . Angels 
decorated columns and entrances. (third from top) By Sakowitz Bros., 
Houston; Frank J. Foyt, display director . . . Elephant sculptured from 
foam plastic wore felt blanket encrusted with sequins and imported 
gold braid . . . Elephant held stylized Christmas tree aloft in trunk 
. . . Giant plastic ornaments hung from ceiling throughout children's 
department shown here. (bottom left) Huge white chandeliers have 
milkglass bowls, crystal pendants and green pine sprays . . . Columns 
wrapped in green with white rattan brackets holding small trees. 
(below) By May Co., Los Angeles; Stanley Thompson, display director 
. . « Red and gold pedestal supports candelabrum encircling light 
tree as ledge trim . . . Columns facing main aisle decorated with tall 
green trees heavily ornamented with glass ornaments and tiny lights. 





—Photos courtesy of Retail Reporting Bureau, 
publishers of Christmas Display Review and other 
window and interior display reporting services— 


{both at right) By Bamberger's, Newark, N. J.; R. L. Mc 
Corkle, display director . . . White columns were painted 
to suggest wld fashioned brick . . . Facades suggesting 
foreign buildings were developed . . . On the ledges 
were figures wearing typical costumes of different coun- 
tries . . . World Gift Shop created by developing three 
dimensional facade in white and black with tinted colors 
suggesting an old castle . . . Additional trim achieved 
with exciting banners hung from ceiling . . . Gold and 
beige fabrics covered the display tables. (third from top 
right) By Lord & Taylor, New York City ... One of II 
ledge vignettes that told a tale of an elegantly rustic 
holiday set in a forest of the Elizabethan period .. . 
Shown here is one scene at the unicorn palace .. . In 
front of silvery arched windows and pink net curtains that 
glowed in the light of flickering candles lay the queen 
on her lacy-branched chaise longe, admiring her pale 
pink brocade gown, edged in ermine, while a dove at- 
tendant adjusted a crystal necklace around her throat 
. . « Impatiently waiting under a doorway tree to pay 
homage was a unicorn prince, elegantly attired in a pink 
velvet cloak and an enormous ruff with a royal decoration 
hanging across his chest. (bottom right) By Haggarty’s, 
Los Angeles .. . White and gold ledge units consisted of 
tree-shaped white panels to which crystal pendants and 
candelabra were affixed growing from large boxes filled 
with snowy foliage . . . Gold and white garlands were 
used on the mezzanine railing and around the clock. 
(below) By Robinson's—Beverly Hills, Los Angeles; by 
James L. Hodges, display director ... Three brass rings 
on brass stand created frame from which glass beads 
and pendants were suspended to create a dramatic and 
unique Christmas tree . . . A white spotlight added to its 
brilliance and enhanced the reclining mannequin with the 
Christmas tree hairdo. 
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Hosiery Display 


By KENT BEDIENT 
Display Consultant 


Phoenix Hosiery Company 
New York City 


Women's hosiery ranks as one of the most frequent gifts 
found under the Christmas tree ... Why not take advan- 
tage of this with extra display emphasis and originality this 
coming season . . . Even more ideas in the October issue 








OR the past five years, it has been my 

privilege to work with The Phoenix 

Hosiery Company designing and exe- 
cuting their display projects. These projects 
have run the gamut from shadow boxes to 
elaborate ballroom decor. 

Doubtless the most significant single in- 
fluence contributing to the success of these 
hosiery displays has been Miss Helen Sisson, 
the Phoenix stylist and fashion director. 
Many of our best displays likely would 
have died a drawing board death in the 
hands of less far-seeing management; for it 
has been possible only in such a climate of 
veritable creative freedom to attempt the 
‘zany’, the impossible, the unprecedented ! 

In the New York Phoenix showrooms it 
has been one of our primary aims to create 
displays which can be translated readily into 
retail situations. In this, and another article 
to follow in the October issue, will be re- 
counted some of our explorations into effec- 
tive hosiery display so often termed dull and 
problematical. 

People sometimes allow problems to be 
geared to the limitations. Let’s reverse the 
procedure and consider hosiery display in 
the light of its possibilities, the most obvious 
being: (1) the draped stocking, (2) the 
stretched stocking, and (3) use of the leg- 
form. Still, this seems a meager list of possi- 
bilities until multiplied into variations which 
situations or ingenuity may dictate. 


DRAPED STOCKINGS 


The stocking drape, when caretully ex- 
ecuted, is probably the most effective display 
form: it is soft, luxurious, appealing, and 
visually tempting to the shopper. Draping 
can be done on any flat surface, any curved 
surface, in virtually any form. 

Photograph No. 1—Basic stocking drape 
incorporated into “Jewels of Color” theme, 
with clear crystal beads. Ledge display for 
Bergdorf-Goodman, New York City. 

Photograph No. 2—Draped stocking ‘por- 
traits’ in oval gold frames. Also for Berg- 
dorf-Goodman. 

Photograph No. 3—Free-standing regal 
banners, each one draped in a promotional 
color, finished with white fringe and tassels. 
Done for “Phoenix Shows Her Colors” ball- 
room event. (Having a Hosiery Fiesta?) 

Photograph No. 4—Full scale ball gowns, 
worn by standard mannequins. Draped stock- 
ings are sewn to buckram and net founda- 
tions. Windows for Bergdorf-Goodman. 
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STRETCHED STOCKINGS 


Stretched stockings will produce a more 
startling and dynamic effect. We have used 
this method for both tints and textures, with 
excellent results in both sales and public 
response. 

Photograph No. 5—Basic stretched stock- 
ing burst done on white seamless paper wall 
for “Jewels of Color” promotion. Centered 
is a Florentine wall bracket, parchment copy 
scroll, and jewel-medallion. 

Photograph No. 6—Variation on stretched 
stocking burst, this one done with a 4-foot 
diameter wooden hoop for the outer tacking 
surface. Stockings tied in center, with rosette 
and smaller burst formed from the toes and 
feet. This solved a problem where the wall 
could not be used directly for tacking sur- 
face. 

Photograph No. 7—4-by 8-foot panel using 
stretched stockings. Both tints and textures 
form the wheat-sheath motif. Finished with 
wide bridal satin ribbon. For Fiorentina 
Shoes, New York City. 

Photograph No. 8—Stained-glass window 
for “Renaissance Colors” theme. Stretched 
stocking burst on back wall of case is seen 
through cutout ‘lead’ design (black single 
strength poster board) at extreme front of 
case. Theatrical lighting gelatin in outer 
openings harmonize with stocking tints. 

There are two principle factors which in- 
fluence the beauty and flow of the hosiery, 


No. 6 


whether draped or stretched: (a) All of the 
stockings must be folded identically and in- 
dividually, and (b) Each stocking must be 
attached separately to insure the desired ten- 
sion adjustment. 

A few pairs of stockings, pins or staple 
gun, and a little patience should very quickly 
produce pleasing results, both aesthetically 
and sales-wise. The public is hungry for 
beauty and will respond to it, perhaps by an 
immediate purchase, or, of an even greater 
long term value, by a mental association of 
quality with brand and store names. 


—-Photos by Nick Malan Studio— 


LEG FORMS 


Leg forms can be unattractive, but they 
have evolved into being our most direct and 
effective means of displaying textured hos- 


iery. Several treatments have been devel- 
oped tor this approach. The most significant 


is to consider the fixture as an art form. If 








handled as a sculpture piece, showing a di- 
rect-front view, the leg form achieves an 
elegant look rarely accomplished with its side 
view. 

Photograph No. 9—Ledge display with leg 
form colonnade, all dressed in black textured 
stockings. Clear lucite sprayed 
white to lend a more permanent appearance. 
Combined here with tinted burst 
showing entire color line, and heavy woven 
gold rope and tassels. For Bergdorf-Good- 
man. 

Photograph No. 10—Display case tor the 
textured hosiery “Etchings” group using leg 
forms dressed to coordinate with fabric 
covered boards and shoe leather ‘floor tiles’. 

Thus far have been condensed the most 
basic and very reliable methods we have 
incorporated into the Phoenix Hosiery dis- 
plays over the years. In the October issue, 
we will present more explorations into the 
field of hosiery display, concentrating on 
seasonal and special occasion offerings. 
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Morris B. Sachs (right) 
Les Barofsky 


On the black bandwagon early was a summer dress display that spoke of ele- 
gance. The dresses themselves were elegant but the background was what actually 
put over the effect. A three-dimensional screen at the rear was made up of six 
vertical elements about 1 x 8 feet each. Half were dark and half were light. The 
dark ones had nine convex plate-like discs fastened upon them. The light ones 
similarly had concave discs on them. The designs on the discs repeated each other. 
Between the mannequins in front, hung three Oriental lamps, one of them lighted. 


Chicago Primps tor Conventioneers 


HICAGO was the site of the 1960 Republican 
National Convention, which drew delegates— 
By RICHARD DAY and their wives—from 50 states and two terri- 
tories. Chicago's Mayor Daley, ever the good 
host, asked that everyone help make the city look 
its best for the convention and specifically charged 
stores with the responsibility for having their dis- 
play windows especially attractive. The stores 
went about it with alacrity. Nearly all windows 
wore "Welcome Delegates” signs. Loop conven- 
tion activities reached their climax for many when 
an estimated million people lined Michigan avenue 
and State street to welcome President and Mrs. 
Eisenhower to the city. The day before, Vice- 
President and Mrs. Nixon were welcomed in a 
similar parade. Those who waited several hours on 
the curb for the parade to go by had a good 
chance to study the displays near them and to be 
influenced by them. No matter who wins the 
election this fall, Chicago display windows have 
won many admirers throughout the United States. 


Carson Pirie Scott (left) 
Clement Bradley 


A beige and black 5-window display promoted fem- 
inine fashions in “bandit” black. Each window de- 
picted a holdup scene. The settings were in a record 
shop (illustrated), a bank, a post office complete with 
“wanted” posters, a park and a lobby. One bandit 
mannequin, which was dressed in a black slip and 
wearing a black mask, held the other two at gunpoint. 
The settings were fragmentary with just enough props 
to establish them. As a demonstration of the freedom 
with which Window Display Manager Dick Minto 
chose his props, a symbolistic old-style gramophone 
contrasted with a modern telephone one mannequin was 
using to call the police. That was as far as the freedom 
went, however; for all were painted the same shade of 
beige. “The series sold very well,” Mr. Minto said. 


(left) 


Just ahead of the convention, as interest in politics 
was building up, Carson's used a series of windows on 
the subject of choosing a future president—Republican 
or Democrat. Called, “The People’s Choice,” the series 
depicted donkeys and elephants in various convention 
scenes, such as giving the keynote speech from a 
rostrum. The merchandise was tied in with signs such 
as, “The ladies vote for...” 





Goldblatt Brothers (below) 
Jack Boghosse 


Casual and play clothes were the subject of a promotion which 
had a sporting flavor. Three mannequins wearing sporty outfits 
were displayed in front of a sheet of canvas stretched on a white 
frame that looked like a trampoline standing on its end. The can- 
vas was painted with a somewhat surrealistic sun and sea scene. 
A further sporting atmosphere was given by two wooden piers at 
the mannequins’ feet. The trampoline was braced by several 
lengths of white nautical rope attached to the docks at each end. 
Two of the mannequins had a bow and some arrows with them 
to add still more to the sporty setting. 


William Y. Gilmore (above) 
Ted Lees 


Mr. Lees, who likes to see his displays stay in for from ten days 
to two weeks, was disappointed by this sportswear window. It had 
to be removed after a run of only one week because the merchandise 
had been sold out. Its background and suspended platform were an 
antique gold yellow, and the merchandise was in violets and 
blue-greens. Mr. Lees reflects that when he started as Gilmore’s 
display director nearly 12 years ago, its management was shocked 
by the size of the display budget he asked for. Today, his budget 
is five times its initial size and everyone is pleased. Mr. Lees, 
a real merchandising man, says that his displays are proving 
themselves all the time. Because Gilmore’s buyers have consistently 
had better results from display than from advertising, some of the 
advertising budget has been given to display. When any particular 
merchandise is moving too slowly, they turn to display to sell it. 
As part of a general store remodeling, Gilmore’s is creating new 
space for its window displays. 
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Henry C. Lytton (below) 
G. C. Bowen 

In step with the Chicago black dress kick, a “Summer Sophisti- 
cates” series showed three in each of four windows. Window Dis- 
play Manager Bob Busse chose a butterfly setting. Forty cutout 
butterflies of all varieties were placed around each display. The 
glass, hanging ferns and a summery painting near the back wall 


served as resting places for the colorful creatures. 


Mandel Brothers (above) 
Carl James 


“Black Is Basic,” read the signs on a series of four black dress 
promotions, summing up the summer fashion picture in Chicago 
The three mannequins attired in three widely different styles of 
dresses, stood in a city setting simulated by bamboo designs on 
sheer white silk screens. Two screens in the front held balcony- 
stairway designs. One screen across the entire setting near the 
back wall was a bamboo representation of building fronts wit} 
flowerpots in some of the windows. Lighted blue by footlights on 
the wall behind, it reminded of a summer city skyline. Two white 
wooden shutters, floor to ceiling at the front of the display, gave 
it a near-square format. One of them held the sign. When the 
black dresses were sold out, the display was converted to promote 
summer dresses in all colors. 





(top) By Abraham & Straus, Brooklyn ... Tree of green lights with 
red stars at tips of branches . . . White star on top ... ‘Merry 
Christmas’ script in giant white lights. (left center) By Bamberger’s, 
Newark . . . Animated figures seemed to strike chimes as carillon 
music emanated from concealed loudspeakers. (right center) By 
Martin's, Brooklyn . . . Gigantic snow crystals of white lights spaced 
across facade with garlands of greenery trimmed in blinking white 
lights from top of entrance arch to front of marquee frame. (right) 
By Public Service E. & G. Co., Newark... Below "Merry Christmas” 
in lights were suspended tree decorations of red, white and yellow 
lights . . . Other Christmas symbols in lights in each lower archway. 
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{top left) By Strawbridge & Clothier, Philadelphia . . . Colored lights 
in star-shaped foil reflectors adorn enormous tree against background 
red panel decorated with star bursts . . . Garland holds white simu- 
lated candles. (top right) By Stern's, New York City . . . Modern 
stylized Christmas tree reached store roof . . . Vari-colored lights 
outlined candles, horns, balls and other decorative designs, topped by 
giant star. (left center) By May's Jamaica, N. Y. . . . Gigantic 
Santa Claus figure surrounded by smaller red and black gowned 
choir boys and a real Christmas tree with blinking lights decorated 
the marquee. (right) By May's, Brooklyn . . . Strings of white lights 
were strung from central star above roof to second floor facade in 
shape of tree ... Lighted stars were spaced along roofline. 
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—Photos courtesy of Retail Reporting Bureau, 
101 Fifth avenue, New York, City, publishers of 
Christmas Display Review and other window and 
interior display reporting services— 





Display Talent Sells 


By DICK JACHIM 


HE ART of utilizing practically any conceivable prop to ap- 

pealingly dramatize merchandise takes talent developed over 

many years. Examples of this talent are well presented in this 
group of photographs, where the simple electrical cord and 
lighted bulb became an effective prop at May Co.; Victorian 
elegance by the use of brass and rococo attracts shoppers at 
Bullock's; an electric fan finishes off a successful composition at 
Barker Bros.; classical columns formed into a colonnade glorifies ex- 
pensive costumes at Saks; rustic feeling in sandstone and terra 
cotta accents the formal dignity of a black and white combina- 
tion at Haggerty’'s; and plain decorators’ equipment developed a 
whimsical motif at W & J Sloane. 
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W & J SLOANE (above) 
Jim Hassinger 

The props in the movie, “Please Dont Eat the 
Daisies,’ received a whimsical acclaim while used 
to attract attention to Sloane's fine decorating serv- 
ice that is available to the public. The identical 
props used in the movie, such as the cage tor the 
children, ladder, etc., as well as many of the archi- 
tectural pieces gave the scenes realism. And a 
clever reader in each of the windows read, “Please 
don't do it yourself. Let Sloane’s decorators di 
it’, sold the message well. 


SAKS FIFTH AVENUE (above) 
Art Alvarado 


Classic elegance greeted shoppers on the main floor 
foyer. A huge white colonnade with a planter above 
filled with greenery made a handsome prop for an ex- 
quisite white costume on the gracious lady in the center 
of it. A crystal chandelier overhead added to the ele- 
gance. The structure was made from wood for the 
base and top and Hydrocal for the columns finished in 
matching white. The overall height was 7 feet, 6 inches, 
and 6 feet in diameter at its widest point. The shafts 
were 5 feet in diameter. 


MAY CO. — LOS ANGELES (left) 
Stanley Thompson 


Obtaining the dramatic touch with simplicity is an art well 
handled at May Co. Here, to promote white ready-to-wear 
dresses, the all-white look is personified by a white floor and 
the suspending of old fashioned electrical cords with lighted 
clear or frosted bulbs. Some were covered with metal shades. 
The fascination of this starkness attracted attention and 
created the desired contrast to the soft, alluring lines of the 
fashions. 
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BULLOCK'S — WILSHIRE (right) 
Philip Ensminger 

Utilizing space between two groups of elevators on 
the third floor, different merchandise is promoted 
throughout the year. At this time, millinery was on the 
agenda. To attract the attention of the shoppers riding 
the elevators to this area, and then, of course, to the 
whole floor, impact is given much assistance. Here, Mr. 
Ensminger succeeded satisfactorily by creating elegance 
in Victorian decor. Lighted three-arm wall sconces 
against a beige-covered wallpaper panel helped to illu- 
minate the area, and rococo based millinery stands and 
mirrors expanded the feeling. 


BARKER BROS. (right) 
Fred Bower 


Dramatizing a pillow promotion is normally difficult 
when the desired effect is to obtain the relaxed pleasant- 
ness of restful comfort. But Mr. Bower’s ingenuity proved 
overwhelmingly successful. By casually filling a wrought 
iron bin and securing others all over the area, the feeling 
of restful comfort was accomplished. Accenting them 
with ostrich plumes in motion — by the use of a fan— 
created the cool breeze associated with relaxed pleasant- 
ness. 


HAGGARTY'S (right) 
Alex Abram 


The refined dignity of black and white was richly 
presented in the colorful and rustic atmosphere of old 
Mexico. Over sandstone blocks on the floor, a huge terra 
cotta fountain centered the scene. The bowl of it was 
filled with white flowers that had black centers to tie-in 
with the merchandise. The background continued the 
Mexican feeling, and the fashions were cocktail dresses 
and furs. 
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DRAMATIC CONTRAST can be 
achieved in a shallow window by installing a cut-out 
partition six inches to a foot from the back wall... A 
deep sweeping curve is cut into the partition 
Partition should be in a contrasting color to the back 
wall... Special lighting effects are possible by hiding 
equipment behind partition — especially effective for 
crystal, glassware, jewelry, silverware or other mer- 
chandise with which rear unexposed lighting is 
advantageous. 


. —— 
MADAME BUTTERFLY 
can be created by cutting out a modern- 
istic maiden from hardboard or plywood 
and painting her black or some appro- 
priate fashion color ... Cut from her skirt 


the shape of one half a butterfly and make 


the other half from wire ... Drape fabrics 
in and out of the cut-out butterfly wing. 


Projections 


from the drawing board 


of Jan Ujlaki 




















MOTHER NATURE 


personified would be the result of painting 
or flocking one of your too-old-to-be-re- 
finished mannequins in green and letting 
some of the new oversize pastel cloth 
blooms sprout from her body .. . The new 
hat styles plead for someone to apply an 
inverted bloom as “Mother's” headdress. 


DISPLAY WORLD 











at xe YY 
S 


Ss 
WA 
SSS icc: 
s wie 


La WY WANS Shes . * 
SSS 
~ 
SZ 


tSSS 
. 


PLAYING CARDS are always 


effective in men’s wear displays but how 
about putting the latest style fashions on the 
king . . . Make your huge card from your 
basic board materials and cut out the shape 
of a formed suit and stand it in the place of 
the royal garb behind the card . . . Incline 
it all forward for maximum effect and 
visibility. 














SHOES TO CROW 
A B () U T could be a_ slogan for 


this window with men’s shoes displayed on 
the flat haunches of these roosters — or are 
they peacocks? Anyway, the latest display 
forte is that anything can be used to display 
shoes but conventional shoe stands . . . That 
leaves plenty of room for exploration by 
imaginative displaymen. 























THE SHAPE OF SWANS 
TO COME never cease... The fluid 


lines of the swan can run like the ripples of a 
stream all over your window as a prop and 
displayer for many smaller items, such as 
cosmetics, gifts, etc... . If you don’t have 
ceiling lighting, try unrolling a roll of seam- 
less paper from the top front and down the 
back wall for a change .. . Everyone should 
have tried it the other way by now. 
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...on and off the record 


—Boating on the canals of Holland during their 
current tour of Europe are Mr. and Mrs. Roger D. 
Anderson—the Mrs. is on the other end of the 
camera ... Mr. Anderson, who prepares the 
"Ideas for Men's Wear" feature for DISPLAY 
WORLD will soon be coming to Buffalo, where he 
hopes to secure a permanent display position— 


—Viewing the new Rosa Manichini mannequins 
on display at the recent open house conducted 
to get some weird assignments, but Mer- by Pacific Promotions, Los Angeles display firm, 
rill Kinsey of the National Museum of 3 : oe are, left to right, Ray Elliott of Desmond's- 
Canada says he's had more than his 3 . i = 4 Wilshire, Mel Keith of Phelps-Terkel, Milton 
share since joining the Museum in Ott- ; ' 2 Wiemokly of Pacific Promotions and J. Jung- 


awa four years ago ... This photo of reis, importer of the attractive mannequins— 
him holding a boa constrictor while 


working on a recent reptile display is a 

good example ... He says the snake 

actually “was very friendly and really 
seemed to like human company. — 


—Everyone working in display expects 


—Jim Hassinger, display director 
of W. & J. Sloane, Los Angeles. 
is readying props for a series of 
windows tying-in with the movie, 
"Please Don't Eot the Daisies.''— 





Photographs for this page are always 
welcome, the more informal the bet- 
ter. Address them to Editor, DISPLAY 
WORLD, Cincinnati |. 











—Norman Newhoff, president of Sales Pro- : ——_, [= $=j\—Thomas B. Comerford, left, display direc- 
motion Center, Los Angeles, left, and Sidney . ‘i i a <= 2 — tor of Lit Brothers, Philadelphia, got official 
Newhoff, general manager of the firm, pre- - % es g & — = recognition from the city recently for his 
sent a donkey mascot to Edward R. Roybal, accomplishments in the field of display .. . 
Los Angeles councilman and one of the City Representative Frederic R. Mann, cen- 
democratic convention delegates— ter, took time out from his municipal duties 

to present him with the Third Place bronze 

plaque awarded to Mr. Comerford in the 

l\Ith annual International Display Contest 

sponsored by DISPLAY WORLD .. . Lit 

Brothers’ promotion director Samuel Cohen 

beams approval as the trio stands before 

a window display featuring a replica of 

“Declaration House,’ the historic, but de- 

molished, house where Thomas Jefferson 

wrote the Declaration of Independence ... 

The model is the only one in existence— 








ue ; | 
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display-in-use technique sells five times more apparel. This fact plus unique 
life-like styling and rugged construction have combined to make 
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So look before you choose! Write now for Darling's new 36-page catalog 

on apparel forms for every display purpose. It's virtually a buyer's guide to smart, 
up-to-the minute display techniques. Shows women's, subteen’s, children’s, 

infant's and men’s forms of all shapes and sizes... gloves, hosiery 

and millinery... plus the industry's most complete selection of form stands and . oe 
accessories. Write now for your free catalog of Darling’s apparel forms! 





Your one complete source for functional 


display and merchandising equipment . L. A. DARLING COMPANY, Dept. 88D, Bronson, Michigan 
Please send your Apparel Forms Catalog No. 410 
L. A. DARLING COMPANY 4 Name 
Bronson, Michigan Company 
NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. ‘1818 S. Flower St | Address 


City 





How-to-do-it Feature... 





Principles of Spray Painting 


NE OF THE most important functions 
in a display that of spray 
painting. Spray painting is power paint- 


shop is 


ing. It is the easiest way, in some cases the 
only way, to get a professional looking job 
skill is built into the 
spraying equipment. Spray painting 
trom 00 per cent to SU per cent of the time re- 
by old 


because much of the 
Saves 
quired fashioned normal painting 
methods 

To equip your department for spray paint- 
ing you must have a good compressor and at 
least one spray gun with a quart container 
This is most suitable for a small department 

What is a spray gun? It is a tool using 
compressed air to atomize spraying material 
and apply it to a surface. Air and material 
enter the gun through separate passages and 
are mixed and ejected at the air cap in a 
controlled pattern 

Spray guns are of the separate container 
or attached container types. These two types 
can be further divided into bleeder and non 
blee der, 


pressure, gravity or 


internal 
feed 
recommended 


external and mix. and 


suction puns. 


[he pressure type gun is 


This is a spray gun with an air cap not 


vacuum 
(The fluid tip is generally flush with the air 


necessarily designed to create a 
Material is forced to the gun by air 
pump. When 
large amounts of the same color material are 


Cap } 


pressure from a tank, cup or 


being used, when the material is too heavy 
to be siphoned from a cup or container by 
suction, or when fast application is required, 
feed gun is used. And that is 
what we are interested in tast 
application 


a pressure 
certainly 


here are many makes and brands ot spray 


guns. (Go to a dealer who carries the better 


name brands, tell him the type ot work you 
will be performing, and let him recommend 
one suitable to 


hest 


needs. Buy the 
afford. There 
book of instructions with any gun you buy 


your very 


gun you can will be a 
which should be studied and followed care- 
fully to facilitate easy and efficient operation 
ot the pun 

Spray painting is just as easy to learn as 
brush Once you get the knack of 
stroking, triggering and keeping the gun at 


painting. 


the right distance from the work you are all 
set TO go 
Following are some suggestions, with. illus- 
trations 
Spray pattern depends on the nozzle tip 
and how it is adjusted, as shown in Fig. 1. 
} 


\ fan shaped spraying wide 


direction 


pattern 1s tot 


surtaces lo change trom a tan 
horizonal strokes loosen nozzle 
\fter you 


find that the round pat 


the nozzle have 

z7zle we 
tern covers area ot small work where 
with either fan or 


You can 


' . | 
amount oft paint coming Out oT the 


; ’ 
vou need close control, 


round spray pattern adjust the 


nozzle by 
turning the adjusting nut in out, to re- 
keep paint trom piling up 


qauce toggzing or! 


irom 


Sav ving 


tast } 


Spray painting is not as simple as it looks . . . But experience 


and these fundamentals will soon enable your work to be 


professional looking .. . It is a valuable time and paint saver, 


therefore almost a necessity in most display departments 


Fig. | 


What is meant by “stroking” is illustrated 
in Fig. 2. This requires flexible wrist action. 
You almost always have to spray with a 
wrist action. Notice how the tip of the 
nozzle moves parallel with the work surface, 
or the axis of the nozzle remains perpendicu- 
lar. Keeping a stiff wrist and arching only 
the arm, as Fig. 3, you pile a thick blob 





By RUSSELL D. SHAW 
Display Director 
Dickson & Ives 
Orlando, Fla. 


of paint near the center and only a mist near 
the edges. 

Adjust the paint flow from the nozzle until 
you can move the paint gun back and forth at 
about the same speed that you would paint 
with a brush. Too much paint hurries your 
stroke and too little paint takes too much 
time. Therefore you are going to have to 
work this out by experimenting with the 
spray gun until you have acquired a com- 
fortable working speed. 








Fig. 4 


Now for one of the most important aspects 
of display spraying—distance control, which 
is illustrated in Fig. 4. It becomes automatic 
after a few trials. For a start, keep the paint 
gun about six to nine inches from the sur- 
face about equal to the distance across your 
outstretched hand. With the gun too close 
paint piles up or causes runs or sags. When 
the gun is too far from the work surface 
paint tends to dry in dust or before 
reaching surface. Spraying with the gun too 


mist 


far trom the work may also cause fogging 
and waste paint. 

Dusting is more of a problem with quick- 
drying lacquer or 


enamels than with long 


drying paint, yet we use quick-drying latex 
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paint for most of our spray work. You can 
thin latex paint almost half and half with 
water, and you can work about ten inches 
from the surface. Keep the gun working. 
Keep your arm moving, flexible. You will 
find no runs, no sags. 

As you press and release your fingers on 
the gun you are “triggering” each stroke, 
which we illustrate in Fig. 5. It becomes a 
habit as you develop skill. Correct triggering 
prevents a buildup of paint along the edges 
of the work. Start each stroke beyond the 
work area. As the gun moves directly oppo- 
site the edge of the work snap the trigger on, 
continue the stroke to the opposite side. Snap 
the trigger off, and then follow through with 
the stroke beyond the work’s edge. In this 
position you are ready for the return stroke. 
Don’t let this triggering operation scare you. 
It is easy and becomes as much a habit as 
walking after a little practice. 

Overlapping each stroke assures an overall 
paint film, uniform in thickness. Overlap 
each stroke or pass by one-third to one-half. 
An easy way to judge overlap is to aim the 
center of the gun along the edge of the 
previous path you have already sprayed. 

Practice spraying gets you acquainted with 
your spray gun and builds up your confidence 
as you develop skill in stroking, triggering, 
distance control and lapping, without run- 
ning the risk of improperly painting some- 
thing important. With an inexpensive colored 
paint in your gun, make trial runs, using the 
sides of a large cardboard box, or other 
types of boards. Don’t use ordinary news- 
paper unless it is tacked at all corners to 
prevent wrinkling. Try stroking about 20 
to 24 inches at first, shoot between vertical 
marks with horizontal strokes to develop 
your skill in triggering, to see how your 
distance controls painting speed. Move the 
gun in or out as you stroke the gun back and 
forth. Adjust the paint quality coming from 
the nozzil until you develop a comfortable 
working speed (Fig. 6). 
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Painting props is only a part of the useful- 
ness of spray painting. You can spray-paint 
scenes for backgrounds, clouds in sky-scenes, 
fantastic designs: the possibilities are un- 
limited. We paint the backgrounds with 
latex paint on seamless paper. This is ac- 
complished in our shop by stapling the 
paper to a partition the size of the window 
background, as described in an earlier issue. 
You may find that the seamless paper may 
bulge a little or wrinkle but you will find that 
when it gets dry it will straighten out and 
tighten up, so do not be discouraged when 
you see a bulge appear. 

Here are some more pointers: 

Edging panels prevents thin or uneven 
coverage as you start and stop strokes. Spray 
around edges of panels, aiming the gun 
directly at the edge, before painting the main 
surface (Fig. 7). 


Fig. 7 


Spraying outside corners directly from the 
corner deposits paint where it’s needed along 
the edge. Spray corners first, then spray sur- 
faces on each side, similar to edging when 
painting panels. 

Spraying inside corners head on doesn't 
deposit enough paint on the corners. Instead 
spray vertically on each side of the corner. 

Avoid applying heavy coats of slow-drying 
paints to prevent runs or sags. Two thin 
coats are better than one heavy coating. This 
holds true also with latex paint. 

Don’t tilt the paint gun too much. The 
paint inside the cup may clog the vent hole 
on a siphon-feed paint gun and cause sput- 
tering. Paint also gets inside the cap and 
makes cleaning harder. 

Paint the nearest part of a flat surface, 
like a table top, first when painting at an 
angle (Fig. 8). Work away from the near 
side with overlapping strokes. 











Don’t jiggle the trigger of the paint gun 
while making a pass over your work. Open- 
ing and closing the trigger causes uneven 
spray and results in a surface 
(Fig. 9). 


splotchy 


Fig. 9 


(Please turn to page 53) 





A NEW Addition 
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Bulkton 


EX-TRA-WIDE 
SEAMLESS 


\vailable In WHITE Only 


20) G ep 4 3 LIST PRICE 
100 Feet x 156 Inches $29.95 


@ Bulkton EX-TRA-WIDE is 


wound on a core 


® Bulkton Ex-TRA-WIDE has 


a superb surface for photographie 


and display 


@ Bulkton EXx-TRA-WIDE iz 


ideal for a background that re- 


quires a wide seamless coverage 


Attention DISPLAY MEN 


BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


48 


FASHION-RITE 
COLORS 


Available in 


Write for 
Free Color Card 


© INSPECT your DELIVERIES — « Dea't Accep? « Substitute 


Don't Be Switched INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY, PA. 
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ITS ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows and Interior Store Display 


an L. A. Darling Company 
Cs Office and Showrooms 
TANG 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





American Fashion Museum 
ié West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period eutfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. D. G. A. 


Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





New Style Studio 
58 East lith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 





Arts & Flowers Displays, Inc. 
{Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





NEW WORLD MFG. CORP. 
MANNEQUINS THAT MOVE MERCHANDISE 


27 BLEECKER ST. AL 4-8968 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 


Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS’ — 
PILGRIMS — CLOWNS 


For Sale or Renta! 


CO 5-6023 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


FLAIR 


MANIKINS 


I5 W. 18th Ch 3-3626 








BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 
Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 


The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 





RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
ef colors as a perfect substitute for felt. 





Butler Paper Co.., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 


Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Un'ts, Novelties and Decorations 


The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and eftective, they look good 
enough to eat. 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 


Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 
Chain Store and Custom Displays 
DIP IT — DRAPE IT -— SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 








¢C ral | ¢ Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





“LICO DISPLAY FIXTURES" 


Lustra-Cite Industries Inc. 
331 Kent Ave., Brooklyn 11, N.Y., EVergreen 7-4100 
(The Largest Line of Stock Fixtures in the Country) 


BRASS — WIRE — PLASTIC -— WOOD 
POINT-OF-PURCHASE DISPLAYS THAT SELL! 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Lovis S. Morgen 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. —CHelsea 3-1550 
Chicago— I! S. Desplaines —DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Colonial Decorative Display Co., Inc. 


122 West 26th St. Al 5-9620 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Covered Wagon Movers 
168 Bleecker Street AL 5-1788 


Special Handling — Uncrated Displays 
Round the Clock Service 








Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





DISPLAYS 


Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 
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AVING attracted the attention and 
TH arouses the curiosity of the passerby 

to a window display, we come to a 
realization that these two impelling forces 
are essential to the ultimate entry into the 
shop of a prospective customer who might 
otherwise have passed without giving the 
shop a second thought, or, perhaps, not 
noticed it at all. Before leaving the curiosity 
motive, however, let us examine a few ideas 
which have that object m view, in order to 
bring new customers into the shop and sus- 
tain the interest of existing shoppers. 


es §=WHY WINDOW-GAZERS 
CROSSED THE ROAD 


Striking in its simplicity, one of the most 
Part Two effective shop-signs possible was placed 
above the fascia of a jeweler’s establishment 
in a London suburb during the Christmas 
° shopping season. It consisted of just three 

RK tT p T t words — GIFTS THAT ENDURE — with 
eC e r r e S e nM a O r) an arrow pointing downwards. A spot-light 
was directed onto the message from the 

base of the board on which the words ap- 

peared. Against the dark background of the 


* 
Of J ewe | ry [) § D | a YS upper premises, the message stood out, bold 





and clear, and gained for itself much inter- 
ested attention. It was noticed that many 
shoppers crossed the road to examine the 
jeweler’s window. 

By THOMAS H. LEWIS, M.B.E. Not only was the sign effective in itself, 
but the slogan was one which most jewelers 
could profitably use, not only at Christmas, 

. but throughout the year. There is an appeal 

Since Part One of this series appeared in the July issue about the word “endure” in relation to the 
goods supplied by jewelers which does not 

several things have happend — o First, the second part apply to the generality of gifts purchased 
from most other retailers at Christmas; and 

was crowded out of the August issue by other editorial the idea that it is desirable to confer gifts 
that will continue as a constant reminder of 

features — Second, this evoked such wrath that Mr. the donor long after most other gifts are 
forgotten must surely have a place in the 

Lewis has consented to extend the series by three addi- minds of the majority of shoppers when 


deciding upon what to buy for their friends. 


tional articles covering every phase of jewelry display. 


—Top, by Al Gatto, display director, Corrigan's Jewelry, 
Houston, Texas (Notice similarity to idea expressed by 
Mr. Lewis in this article) . . . Bottom left, by Adrian 
Delsman, display director, Farnous-Barr, St. Louis .. . 
Below, by Phillips Hull, Highbury, England (Photo con- 
tributed by E. Pollard & Co., Ltd., London) — 
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CURIOSITY-AROUSING DEVICES 
MUST REFLECT QUALITY 


Many curiosity-arousing which 
may safely and usefully be employed by the 
general run of retailers would be altogether 
out of place in the jeweler’s window, which 
must, above all, reflect the quality of the 
goods 


devices 


being sold. It is psychologically 
wrong, where quality articles only are on 
sale, to use a device or method which tends 
to cheapen that quality. The jeweler should 
choose only such methods of attracting at- 
tention as will tend to enhance the standing 


—Two attractive jewelry store interiors are shown below 


. . Both photos contributed by E. Pollard & Co., Ltd.., 


Scotland . . . Bottom, Ernest Jones, London . 


and reputation of his business, though much 
will depend on its locality. 

A jeweler whose premises are situated in 
an “exclusive” neighborhood, and whose 
stock is on a high level of quality, would 
be well-advised not to adopt any means 
which bordered on the sensational, though 
they might with advantage be used in a 
district where price is a vital consideration. 

Nevertheless, jewelers whose clientele 1s 
for the most part informed and discriminat- 
ing, can still endeavor to make their windows 
more than a medium through which to show 
samples of their wares. 

(Please turn to page 62) 


... Top, Mackay & Chisholm, Edinburgh, 


London— 
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FREE 


IDEAS FOR 
BUILDING SALES! 
.s 


VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 
Name 

Title 

Company 

Address 


City State 


oe oe oe oe ee oe ee ee ee ee a a s | VS 


Aterrific new catalog 
describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. 


*yeanmtanred 





Write for your copy today. 
Use the handy coupon above! 


@ 


VUE-MORE Turntables are: 


PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


QUIET 


And For Your Animated Displays: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for detaids. 


VUE-MORE CORPORATION 


Ovens of BREVEL PROOUCTS 
601 WEST 26th STREET NEW YORK 1.N. Y 











TOURING... 


Merkur A. G., Duisberg, Germany 


Interior of this progressive well-planned department store 
was designed by J. J. Michels, Amsterdam, Holland . . . 


Fixtures economize space through vertical merchandise 


display .. . Spacious aisles can accommodate heavy traffic 


GIFT DEPARTMENT: This stylish three pointed gondola with delicate glass 

shelves creates excellent and attractive display and sales space. The cases 

are narrower at the bottom and on raised legs for a streamline and utili- 

tarian reason. Top surfaces are covered with glossy, durable plastic; the 

sides with flat plastic. The legs are brushed bross. The glass shelf supports 
are stainless steel. 


TOYS: Red fabric or yellow plastic covers these attractive counters which 

have burnished brass legs. A toy bridge spanning the department displays 

toys and identifies the department. Merchandise is stacked at an angle on 
the rear fixtures for self-selection. 















CHINA: Four layers of merchandising can be displayed on these gondolas. 
Two of the shelves are self-lit by fluorescent tubes concealed behind yellow, 
metal covers, having fine punched holes which are eye catching. Shelf 
tops are covered with grey shiny plastic. The inclined lower section is 
covered in two-tone, matte surface, grey plastic. Sliding doors conceal stock. 


RECORD BAR: This record bar is complete with bar stools and ear phones 

for private listening. The customer does not handle fragile records which 

are p'aced on turntables below the counter by sales people. A pair of 

ear phones is provided for each turntable. The counter is striped in 

brown and yellow. Wall is vertically striped in two-tone brown. Black 
stools are topped with yellow fabric. 
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MOTIONDISE YOUR 
DISPLAYS AND 
TRACT MORE 

ENTION—MAKE 
F SALES! 


~~ MK 
—¥ — MOTIONDISERS * 
Put Selling Action 

Tab tomm (oles 


DISPLAYS 





COSMETICS: Unusual wallpaper patterns, unique fixture colors and utilitarian, 

modern design fixtures make this a department design worth studying. Note the 

opposite slanting faces of the gondolas and counters, which provide excellent, lit 

display areas. Note the well placed lighting fixtures, the shadow boxes, the well 

utilized counter and gondola tops, the acoustic ceiling, tiled floor and smartly 

papered walls. These interestingly shaped counters with indented lower sections | 

and shadow box display areas are used throughout the store. Shadow boxes are | MOTION 

also used extensively around the perimeter wall of the store. | ATTRACTS 


YOUR 
PROSPECTS 
EYE 


Write for 


EXTEROIR: This front of Merkur A. G. offers two unusual features: (1) the precast con- | 20 Page 

, : , ‘ : ilustrated 
crete squares which cover the projected front center section which is supported on a steel | "Idee Book" 
frame; (2) the white outlined, internally lit letters which are mounted on inverted, V-shaped 
panels. Each side of the V carries duplicate lettering so that the name of the store can be 


seen from both directions. Building front is white, flooded with blue light from lights hidden 


Equipped with 


on top of the first floor overhang. A solid strip of display windows with thin separators | Ma oe Motor 


blend with one another. | and MK precision 
hobbed gears for 
longest possible }ife. 


Spaaes 

Are 2i* jaissish ist 
aang aH 
se ia 


MERKLE-KORFF GEAR CO. 
221 N. MORGAN ST. * CHICAGO 7, ILL. 
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—Second Floor of the British Exhibition devoted primarily 
to consumer goods... Design was by James Gardner and 
John Lansdell of London, with construction and installa- 
tion by Manhattan Exposition Construction Corp., New 
York City, under supervision of Charles LaRoso— 











Wes ee ie 





















































The British Exhibition in the 
New York Coliseum was widely 
acclaimed as one of the best 
designed expositions seen in 
the U.S... . One of Britain's 
foremost designers describes 
his thinking and discusses the 
problems related to the plan- 
ning and design. 


HEN it was decided to mount a 

\X/ British Exhibition in New York and 

the assignment for much of the de- 
signing given me, I decided it was vital for 
me to visualize what would interest the New 
York public and at the same time convey the 
right idea. 

I knew it would be easy to bank on the 
glamour of history and _ tradition—empha- 
sizing English kings, coats of arms, the 
Crown Jewels and the Mayflower tradition— 
in fact these were in my first brief. I had 
used tradition as the opening theme in my 
design for the Brussels World Fair of 1958 
as I guessed (correctly) that this would be 
a dramatic contrast to other national pavilion 
treatments. 

gut, for New York I felt something new 
and stimulating was needed and I inten- 
tionally avoided the traditional story. We 
decided to convey Britain today——in 1960. 
The problem was how to give this impact. 

The exciting thing to me about exhibition 
work is that it is always experimental; every 
new device and every completed show goes 
on trial before the public. Successful exhi- 
bition design is not, and never can be, a 
matter of applied formula. 

For that reason, when several American 
industrialists, after touring the Coliseum, 
talked to me about displays for their com- 
panies in the 1964 World Fair, I told them 
that the project intrigued me, but that I 
wouldn't duplicate the British Exhibition 
theme but I would like to develop a new 
theme suitable for their firms in the 1964 
exposition. 

The first step in the planning of the New 


—First two photos in top row, opposite page, 
show unicorn-headed maidens draped with fab- 
rics and seated on a white plaster lion; all 
against black net background upon which inter- 
locking cubes were drawn in white . . . Various 
British merchandise, primarily fabrics, luggage 
and men's wear were featured . . . Photo at far 
right, top row, was interesting display of men’s 
wear by Barry Knox-Crichton, display manager, 
for Simpson Ltd., London, manufacturers of the 
Daks brand of clothing . . . The car was fabri- 
cated of all types of odds and ends: a sewing 
machine for motor, chairs for seats, coat hangers 
for top of front grille ... Three photos on second 
row are Irish Linen Guild displays, designed by 
Phil Dimmick, Messmore & Damon, New York 
City .. . The first scene promoted towels as well 
as fabrics in a gay family setting . . . The second 
scene showed the family being photographed in 
their Irish linen finery . . . The life-like attitudes 
of the long-necked whimsical mannequins with 
high-heeled slippers molded right to their feet 
attracted the attention of many displaymen who 
visited the exhibition while in New York City for 
June Market Week ... The third photo shows 
an interesting arrangement of hosiery on leg 
forms with fabrics in descending drapes from 
suspended bolts— 
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No. 018 Diamond Crystal Ball 
10°" Diameter—Gold Hardware. 
Colors: Clear—Red—Green 
Price: $6.00 each 


12°" Length 


Price, Each 
Clear 


56 W. 45th St. 


New York 36, N. Y. Chicago, Ill. 





Hardware 


Gold Trim. 


Colors: 
Green. 


Price: 


No. 017 Pendant 


Clear—Metallic Goid 
or Metallic Silver. 


Gold or Silver... 


181 North Wells St. 


Diamond Crystal Ball 


10" Diameter 


32" Length 


Black with 


Clear — Red — 


$7.95 each 


{Does not include floral 
decoration) 


Interlocking Lattice 
ri 


24" x INA" 
Clear 
Price: $14.40 Doz 


AVAILABLE THROUGH YOUR LOCAL JOBBER 


SF, * 


. Inc 


321 S. Robertson Bivd. 
Los Angeles, Calif. 


3009 Book Bidg. 
Detroit, Mich. 











York British Exhibition a decision to 
convey Britain in 1960. 

We asked Malcolm Arnold music 
was featured in the movie “Bridge On The 
River Kwai’ to write a rousing march. The 
Irish Guards band agreed to be filmed play- 
ing it, marching three abreast, the first time 
this had been done and a great break with 
tradition. 

The band was filmed in cinemascope and 
back projected across a 60-foot screen. Vis- 
itors entering the exhibition, and expecting 
perhaps to see a series of booths with dis- 
plays, were greeted by a rousing band walk- 
ing along with stereophonic sound. This 
was designed to excite visitors, to surprise 
them, and all our reports indicate it set the 
theme perfectly. 


We 


Was 


whose 


wished to demonstrate British ad- 


vances in science and technology. This can 
be dull stuff to any but the specialist and 
so I tried an experiment which I[ think suc- 
Science is impersonal, so to make 
it personal we had a man speaking to the 
audience—from a wide 
as in a theatre. As he 
projects, lights changed, 


ceeded. 


stage—yjust 
different 
pro 
jected on the walls around him, models came 
up through the floor, with sound. The wir- 
this set-up thousands of 
connections, 


empty 
described 


scenes were 


ing of involved 
electric 


using delay relays and dimmers 


equipment 
so that the 
effects were operated automatically by the 
operator just dialing the next number as the 
speaker gave his cue. 


electronics 


One big risk, which came off, was shipping 
our electronic box of tricks across the At- 
(Please turn to page 6!) 














NEWSGRAM 


By GABRIEL VALENTI, Managing Director 
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THE FUNCTIONS OF RATIONAL AND EMOTIONAL DEMAND STIMULATION 


By EDWARD VAN ROY 


Part Two of the essay 
entitled “The Role of Win- 
dow and Interior Display 
as a Selling Medium in 
Retailing,” winner of a 
contest sponsored this past 

year by NADI Parts Three and Four 
will be published in forthcoming issues. 


Value causation The task of display (as 
that of the other media of retailer- 


communication) is basically to 


well as 

consumer 
instill in the mind of the viewer a desire for 
Desire can be 
per- 


the items oftered by the seller 


considered as the result of the viewers 


ceiving the value of the displayed items. 


[he process of value causation 1s a com- 


mle xX one 
It involves tendencies toward acts related 
to the survival of the 1in- 
dividual (tendencies ) 


existence or 
subject 
find expression in) 


They 
“wants and “desires” 
and lead to motivated activity The 
subject or individual is characterized not 
certain innate organic “drives” 
or tendencies, but also by numerous learned 
behavior 


1 


only by 


habits and 


is capable of “pur 


tendencies such as 


sentiments, and he 

pose with reference to economic goods 
Initially the subject merely general 
tendencies to activity due to sentiments (e.g. 


show S 


love, hate) and biological needs (e.g. hunger, 
fear). Upon contact with an object 
tendencies are set in motion, 
want. Driven to 
activity by his want, the subject learns, through 


coldne SS, 
certain of these 


this being described as a 
trial and error, the best method of coping with 
t] habit 1s formed. 


ne object: thus. Because of 
the environment. conflicts 


within 
the subject's own being, and habits. the wants 
The 


DeCCOTTIE 
consciously felt desire can be qualified in rela- 


obstacles in 


conscious, turning into desires. 


tion to the obstacles to be overcome insatiating 
it: thus. value is created 


lwo tunctions of display, stimulating de- 


mand rationally and stimulating demand emo- 


tionally (tor want ot better terms) can he 


—_ »] 1? d thr oh l, . *. - a] . 23 
(Ppiarne rougn the context of value crea 


44 


tion. Rational demand stimulation depends on 
the consumer’s conscious awareness of his 
Display attempts to educate the con- 
sumer in a factual manner as to the goods and 
services offered by the store. For this rea- 
son mature and objective deliberation, problem 
solving, and decision making on the part of the 
consumer are imperative in the stimulation of 
rational demand. 

In contrast, emotional demand stimulation 
operates within a more primitive level in the 
value creating process. Conscious awareness 
of a want is here assumed to be absent, or, if 
present, does not function but, rather, permits 
the individual’s feelings to lead him. This 
method of buying is called impulse buying; 
the consumer permits his emotions to make his 
“There is no judgment exercised 
by the reflection, no choice of 
means to an end . Above all, it is import- 
ant to note that there is no consciousness of 
purpose.” 

The term “impulse buying” holds for many 
people the connotation of the sale immediately 
following creation of the impulse. Even a 
few moments elapsing between the origin of 
the impulse and the consumation of the trans- 
action rules out the explanation that it was an 
impulse that determined the sale. If any 
time elapses between the creation of the de- 
mand and the sale, the term, “impulse, 1s sub- 
stituted by some other term. The definition 
used in this essay differs from that used by 
type of 
when it 1s 


needs. 


decisions. 
subjyect,—no 


so many, since it is based on the 
reaction that is created, not cre- 
ated. The conflict is an important one be- 
cause it leads to misinterpretations as to the 
significance of impulse buying. 

Forms of emotional demand stimulation. 
Impulses can be classified as two types—or- 
An original impulse is 

created without demand 
stimulation for the same thing having pre- 
ceded it. Such an impulse is rare for widely 
sold products and brands because most con- 
sumers have previously been made aware of 
through display, word-of-mouth, and 
advertising. The original impulse is more 
common in the case of unusual items and for 


iginal and mnemonic. 


one which 1s any 


these 


new products and brands. 

\ mnemonic impulse, in opposition, is most 
often items. A 
mnemonic impulse is one which reinstitutes an 
after 


(Please turn to page 68) 


aroused for well known 


impulse lost previously having been 


NADI NAMES COMMITTEES 


For several years, active participation by 
NADI members in Committee functions has 
been an important factor in furthering Asso- 
ciation and industry-wide objectives. For 
the year ahead, continued participation in 
committee activities will bring us closer to 
our goals. 

One goal for the near future, as outlined 
by President Edgar Moser, is to do more 
“image-building” of our own aimed at man- 
agement from the producer to the retailer. 
To implement this objective, a new com- 
mittee was created, the Public Relations 
Committee, whose function will be to study 
and effect ways and means of raising dis- 
play's “image” level in management’s view. 

Designations by our president to the Pub- 
lic Relations Committee and to the various 
standing committees for the year 1960-61 are 
as follows: 

MARKET WEEK COMMITTEE: Duties: 
To advise concerning the promotion and 
management ot Market Weeks. Gordon 
Keith, chairman; Norbert H. Austen, Sylvan 
Freund, George Silvestri and David B. Sloan 

MARKET WEEK REGULATIONS COM- 
MITTEE: Duties: To recommend rules 
for Market Week space assignments and to 
assist in enforcing such rules after approval 
by the Board of Directors. This Committee 
also recommends Show regulations, policies 
and procedures to the Board and assists in 
enforcement of W oelky, chair- 
man; Bernard and Lawrence F. 
Charrot. 


BY-LAWS COMMITTEE: Duties: To 
draft and recommend changes in the By- 
Laws and Constitution as the need for 
amendment Philip Weinberg, chair- 
man; Gordon and Miss Rosen- 
thal. 


FASHION PRESENTATION COMMIT- 
TEE: Duties: To establish and maintain 
liaison between display and the fashion world 
from the manufacturer to the retailer. Liai- 
son would result in new concepts for show- 
ing tashion more 
Jerry Borgos, chairman; Al D. 
Walter Spaeth. 

FINANCE COMMITTEE: Duties: To 


set up the annual budget for the Association 


same. C. G 
Schwartz 


arises. 


Keith 


Bea 


merchandise effectively. 


( ‘On yk and 


(Please turn to page 66) 
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CLASSIFICATIONS 


- Women's Dresses 


. Women's Blouses, Sweat- | 
ers, Sportswear 

. Women's Coats, Suits 

. Furs 

. Bridal Displays 2 

. Women's Hosiery ; & & O 

. Women's Evening Wear 

. Mother's Day Displays 

. Children's and Infants’ 
Men's Shoes 
ing Suits playman is eligible for the plaques and medal awards. This Twelfth International 


Millinery 
Lingerie 
. Foundation Garments 
. Women's Shoes 
. Bags, Gloves, Accessories 
. Cosmetics, Perfumes 
. Women's Bathing Suits, 
Beach Wear 
Wear : t t © 
. Teenage Apparel nM e r rn G Fi © . G 
. Men's Clothing 
. Men's Shirts, Neckwear 
Mor Sen DISPLAY CONTEST 
Men's Robes, Pajamas, 
Underwear 
Men's Evening Wear DISPLAY WORLD's big contest for 1960 is now underway. Decide now to take 
Men's Sportswear, Bath- part. There are 65 merchandise and service classifications, and every dis- 
. Display : : , , ‘ - P 
aoe ate pel Display Contest — with 210 awards — will continue to prove an incentive to still 
Draperies better display throughout the world and to reward outstanding displaymen with 
Notions tangible evidence of their ability. It is our belief that this recognition of meritorious 


Linens, Bedding 


work will benefit the entire profession, and we view it as one of our obligations to the 


. Furniture 


. House Furnishings, Rugs 


field we serve. All displaymen are invited to participate. There are no restrictions. 


Paints, Wallpaper 
. Jewelry, Watches 


ware 
. Toys 


. China, Glassware, Silver- 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 





Luggage 

. Sporting Goods 
Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 
. Office Equipment, Sup- 
plies 

. Books, Greeting Cards, 
Stationery 

. Drugs 


. Groceries 


. Candy, Nuts 

Liquor, Bottled Goods 
. Hardware, Garden Sup- 
plies 


. Auto Showrooms 


. Major Appliances 

. Minor Appliances 
Utility Service 

. Bank, Savings Institution 
. Photographic Equipment 
. Travel Displays 


. Exhibit Booths 
. Floats 


. Spring-Easter Promotions 
. Style Show Settings 


. Civic, Institutional 


. Thanksgiving, Independ- 
ence Day Displays 
. Special Event Promotions 


. Christmas Institutional 

. Christmas Merchandise 
. Christmas Interior 

. Christmas Exterior 


National Advertiser's 
Display Units 
Miscellaneous 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 








. Any displayman in the world may enter this con- 


test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 


- Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


- Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification. Example: ‘John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


° a entries become the property of DISPLAY 
. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


- Entries may be submitted at any time. All entries 


received during a given month will be judged for 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


- Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


- Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


- In case of a tie, duplicate awards will be made. 











SEPTEMBER, 


1960 


MAail Your Entries to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 








Display Ideas 


By JIM KILEY 
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DISPLAY WORLD 


Designed to SELL 


HIS eye-catching Christmas unit (A) 

can be used for a centerpiece in many 

trims and gift items can be feature dis- 
played on the slope roof section that is cov- 
ered with artificial snow or white cotton. 
The chimney can be a suitable sized card 
box covered with red brick paper. Your 
local sign shop can provide the jolly Santa 
figure cut out of wallboard and painted in 
brilliant colors. 

(B) A prestige type holiday window that 
features a stairway with a full round, or 
wallboard cut-out figure walking down the 
steps. The sign copy can read “Stairway to 
the stars” or other suitable wording that 
will tie it in with the holiday theme. 

(C) This idea will make a real pedestrian 
stopper; paint the giant size old man Santa 
head on white paper in bright poster colors 
and then attach to the inside of the window 
glass. Its basic purpose will be to attract 
attention and encourage the people to stop 
and inspect all the gift items displayed in 
the window. The large tree can be built out 
of plywood faced with glistening green foil 


paper. Suspend a giant size Christmas tree 


ball in the hole cut in the center, selecting a 
bright red one. 

(D) This design tells the age old story 
that never grows old and it will attract the 
attention of all the children passing by a 
toy window display. It can be cut out of 
wallboard braced in the back with strips 
of 1l- by 2-inch lumber. Lights can be in- 
stalled in ies rear to back light the house 
windows. I would use a royal blue paper 
background to snap out the white snow 
effect on the roof and the Santa figure. 

(E) Here are two designs that you can 
paint in heavy white card and then cut out 
to apply on circular pieces oi green and red 
foil card. They will be ideal units to dress 
up a ledge in a store interior or columns, etc. 

(F) This Santa figure can be cut out of 
4 inch perforated board. It can be equipped 
with a suitable base held upright with a wood 
easel in the back. You can display many gift 
items on this eye-catching perforated panel 
unit. 








Million Dollar Modernization 
Started By Crosby's, Topeka 

Plans for an extensive modernization pro- 
gram, costing in excess of one million dol- 


lars, has been announced by Charles Crosby, 


Jr., president of Crosby Brothers, Inc., 80- 
year-old Topeka department store. 

A completely new 
as depicted by the sketch shown above, is 
now under construction. When the front is 
completed, the recessed windows will pro- 
vide a spacious vestibule for window shop- 
pers, and the all-glass entrance will feature 
six swing-type doors. 

The show windows will be framed in a 
dark grey, bluish tinge granite. Above the 
wide canopy, the surface of the front will 
consist of nine vertical panels in an off- 
white porcelain enamel material with a 
granite finish. The dividing fins will be 
aluminum. 

On the third floor of the Crosby 
15,000 square feet ot additional space will 




















front of modern design, 


building, 


be added to the selling area. New, specially 
designed fixtures for proper display of the 
merchandise will be installed. The latest 
technique in lighting will be employed and 
the whole area will be air conditioned. 
“This additional department will give our 
customers one of the largest selections of 
merchandise in the state of Kansas,’ Mr. 
Crosby remarked. 

Work on the new front and on some sec- 
tions of the interior will be done simultane- 
ously. It is expected that this phase of the 
program will be completed by the end of 
the year. 

The mezzanine ot the Jackson Street build- 
ing, along with the entire second floor and 
portions of the first floor, also will be re- 
modeled. 

“Our total modernization program,” Crosby 
said, “will be completed in a few years.” 

Telchin & Campanella, of New York City, 
designed the new front and the interiors, in 
association with Kiene & Bradley, Topeka 
architects. 
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—Artist's sketch of new front of Crosby Bros., 
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now under construction— 


Topeka, Kan., 








Need new textures, 
New creative effects? 


...see what Sargent 


The art of dis- 
play demands ever- 
greater versatility 
in textures, colors, 
materials. Thou- 
sands of artists have 
already discovered 
the wonders they 
can create from to- 
day’s many stand- 
ard materials with 
the help of SAR- 
GENT DISPLAY 
FINISHES. 





Unlimited versatil- 
ity is now possible 
with a full range of 
SARGENT DISPLAY 
FINISH colors, clears 
and metallics. 


ear Gal ehe- Conde ia lem ok’ 


the Sargent-Gerke Co. 


Nationally Advertised Paint Products 


Talkoir-tal-teleosit- Pam laleil- tar | 
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“We'll Rebuild!” 
Thornton's Reborn — 


A City Within Itself 


By BILL TEDDER 
Advertising-Display Director 
Thornton's 
Abilene, Texas 


—Top, new exterior of Thornton's, Abil- 
ene, Texas .. . Left center, two recent 
displays in gigantic corner window; top 
was formal opening fashion display with 
Japanese motif emphasized by suspended 
parasols and shoji screens, bottom 
was institutional Easter window with 
huge simulated stained glass windows in 
background . . . Bottom left is tasteful 
furniture display for family living series 

. . Bottom right is a men's wear dis- 
play with operating windmill acting as 
eye-catcher to spring suits and sports- 

wear— 


N looking at the photo above ot the 
exterior of Thornton’s it is hard 

to believe that on this spot 15 months 
ago, May 6, 1959, a roaring inferno lighted 
up the West skies. I stood in the 
crowd along many employees and 
watched the losing battle. Like all destruc- 
tive fires, large or small, this was a display 
that sold only fear, sadness and tears. 


new 


Texas 
with 


As the fire raged on through the night, 
this mood of despair turned to hope, as a 
voice, loud and clear, said: “We'll rebuild!” 
It was the voice of my boss, E. L. Thornton, 
the man who built the old store, and today 
is responsible, along 
Thornton, executive vice-president, for our 
shining new Thornton’s, which was formally 
opened to the public on March 3, 4, and 5. 

The new store, shown here, has 150,000 
square feet. The new portion of Thorton’s 
is a block long, two stories high and one 
half block wide. The interior was planned 
for customer convenience with wide aisles 
and open displays. A fast moving escalator, 
the first in Abilene, carries trafic with ease 
to the upper or lower levels. 


with his son, Gene 


From the standpoint of display, with which 
this article is primarily concerned, I had 
practically a free-rein in assembling every- 
thing I desired in a new display department 
from the huge corner display window down 
to a sheet of wallboard on the work table. 

ahe corner display is 24 feet high, 21 feet 





—At right, a huge heart and two smaller 
hearts in the corner window of Thornton's 
set the Valentine's theme ... In the cen- 
ter of the central heart swings a manne- 
quin in formal dress . . . Bottom is first 
Christmas corner window display at 
Thornton's preceding formal opening .. . 
Enormous tree loaded with ornaments is 
topped by revolving mirror ball casting 
dancing lights throughout the display— 


and 14% feet 
point. The window’s main function is to es- 
tablish a for store-wide 
planned far in advance. It is equipped with 
the latest lighting, but due to the time factor 
interesting feature will be installed 
This is a floating egg-crate balanced 


wide extends at the deepest 


theme events 


one 

later. 
with pulleys and weights that can be lowered 
and raised easily, enabling us to do a taster 
job of changing these displays due to the 
The average time is 
days now, but we hope to cut this in half or 


height. about four 
less with this floating egg-crate feature. 
For the opening of our store tormally, we 
used the “Colorful Spring 
to Thornton's.” 


theme : Returns 
making good use of a Jap 
anese garden setting, plus a real water foun- 
tain jetting high up into the window. The 
other Dutch windmills in 
motion, as shown in the men’s photo. 


displays used 
have 15 
and 20 other 
the 


stores is 


Including the corner display we 
the 
the suburban stores, 
All display work for all 
done in our main display 


windows 1n main store. 
windows 1n 


interiors. 


plus 


department and 
sent out by trucks to the suburban stores, 
including signs, banners, backgrounds, props, 
and hand-done signs. 

Thornton’s famous slogan: “A City Within 


Itself” is truly that because our display de- 
partment has access not things 
found in a department store, but also auto- 
mobiles, boats, groceries, hardware, paints 


only to 


barber shop, sub postoffice, dry cleaner and 
a downtown hotel, The Wooten, recently pur- 
chased by Mr. Thornton. So you see, borrow- 
ing or using props from all the above is a 
simple matter because it is all a part of the 
Thornton enterprises. 

Now that I have taken on additional duties 
as advertising director, I will have to depend 
even more on my two able and capable as- 
sistants, Britt Foy and Miss Vel Jacobs, as 
well as the others on my display staff 

As in all planning, the element of time 
creeps in, but we try to work far enough in 
avoid last 
human, 


advance to minute. hectic dead 


lines. 
lines 


however, these dead 
fast call tor 
drastic cutting to get the job done on time. 
the not 

not left 
Sometimes this is a benefit in the final dis 


play _— 


Being 


often come too and 


Fortunately, customers do know 


this and are aware of what is out. 
it is more simple and less cluttered 
[ have always believed that knowing when 
to stop is one of the most important factors 
in a good selling display, and have tried to 


follow this rule my six years at Thornton's 


Five leading 
display men 
contributed 
to this 


dramatic form. 


All forms are grey 
Jersey covered. 


Natural 
posture, 
“head erect 
with the back 
full, lets the 
coat fit as 

no other 


form can. 


$150 


ALSO AVAILABLE IN V-NECK 


$2.00 


SILVESTRI 


968 N. FORMOSA AVE. 


EXTRA 


STUDIO 


HOLLYWOOD 46, CALIF. 
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AROW 


AUTOMATIC 


TACKERS 


VERSATILE! DEPENDABLE! 


FOR ALL-AROUND FASTENING IN 


DISPLAY WORK 


GUN TACKER 


Use where lighter, shorter staples are needed. 
Ideal for mounting crepe paper, cloth window? 
dressings and wall posters. , 


r 4 
ie (\, - 
a / » we” 
al yy “ d om ~ 
, +, f ~ - a ee OP 
‘ Z _~ y/ 4 4 . emer . * 
— . ht ; 
| O 


Bg 1-50 
| — GUN TACKER 


Use where heavier, longer staples are needed. 
t ideal for assembling floats, store exhibits and 
show exhibits. 


HAMMER TACKER 


Quickly and securely staples with each blow. 
Ideal for nailing backdrops, woodwork construc: g 
tion and wherever heavy nailing duty is required.. 


,. - 


s ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16" from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
3/16” to 9/16” leg lengths, for every purpose. 


4 Sold through jobbers 
: Write for catalog 


~ 
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Miss Sylvia Shop 


Suddenly it's spring when you enter the lower arcade store 


of Miss Sylvia Stein... Making the most of a small space was 


the challenge met and conquered by the ingenious designers 


IKE a buoyant breath of spring, the 
L newly opened Miss Sylvia Shop located 

in the lower arcade of Chicago’s Pitts- 
field Building, 55 E. Washington street, cap- 
tures the fancy of passersby. The illusion of 
bright sunshine and a charming garden 
nook—all street level—immediately 
causes the viewer to stop... look .. . and 
come in. And its all due to the interior deco- 
rating ingenuity of Vera E. Paul and Asso- 
ciates ot Chicago. 


below 


From the canopied entrance, plush pile, 
sand-colored carpet to the brick-walled and 
blue sky display niche, the shop is designed 
to allure and to make casual clothes buying 


a real pleasure. The color scheme of white, 


gray and all tones of yellow from sunshiny 
lemon to antiqued brass was selected not 
only for its ability to create a cheerful mood 
but as most complementary to the 
merchandise. In a small space, 32 x 17 (ex- 
cluding storage and perimeter-located fitting 
rooms), the interior designers have managed 
to maintain a look of uncluttered spacious- 
ness, yet there are plenty of racks, display 
cases and drawers for merchandise. 


being 


To each side of the entrance are two cast 
stone cherubs surrounded by wild yellow 
roses and morning glories, all placed against 
a back panel of hand-set white mosaic. These 
garden spots plus a gray and white striped 
canopy (wood and paint), an angled glass 
entrance, and carpeting which begins outside 
the entrance combine to encourage customers 
No corner has been left un- 
To offset awkward areas on either 


to come inside. 
turned. 
side ot the glass entrance created by exist- 
ing structural pillars, the designers have con- 
structed mirrored niches with shelves for the 
display of handbags and jewelry. Placed in 
one of this vertical miniature display areas 
is a toy-sized antique throne made of gold 
wire and plush velvet on which is displayed 
costume jewelry. 

A tew steps directly beyond the entrance 
1s located the shop’s conversation piece—a 
round white, marble-topped pedestal table 
with tour matching chairs upholstered in 
white, leather-like vinyl. Furniture frames 
are wrought iron in a “weathered” brass 
finish. Since low in height, the grouping does 
not obstruct the view of the display setting 
immediately behind it. This setting, actually 
occupying only 26 square feet (13 by 2), fea- 
tures a brick wall, sun-lighted blue sky with 

—iTop, new canopied entrance that makes 
maximum display use of narrow frontage . . . 
Center, 


conserve space 


interior display set into alcove to 
Bottom, well-lighted in- 
shows marble top table and 


terior again 


div:sion of carpeted and tiled areas— 


billowy clouds, pebbled beach with flowering 
plants and two models in color-coordinated 
clothes. The artificial mimosa and pita- 
carpus plants are artistically arranged in 
small, white, sculptured planters. The brick 
is a white, gray-scored, plastic-coated wall- 
paper; and the source of the sunshine 1s in- 
direct lighting placed between wall and sky. 
Setting off the entire display are white pole 
frames from which are suspended three 
striped saran shades hung at different levels. 

To either side of the carpeted and display 
niche areas are the racks and display cases, 
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the latter with white plastic-topped ledges. 
The five fitting rooms have white louvered 
doors, upholstered white vanity benches, 
brass hooks and a pin-holder shelf, actually 
a carved wood wall bracket in a neo-classic 
motif and silver gilt finish. 


Non-carpeted floor areas are covered in a 
pewter gray vinyl sheeting with a pattern 
simulating tiny glass mosaics. Cash-and- 
carry desk is unobstructive with a curved 
front in a coordinated yellow and three deli- 
cately designed hanging lights of frosted 
glass cylinders with overshades of clear 
glass etched in a yellow or white motif. 
These same lights are repeated elsewhere 
along the racks. A small, graceful chandelier 
with white globes and draped beads (real cos- 
tume jewelry) hangs over the round marble 
table. On this table are an Italian glass 
yellow fruit bowl and limoge yellow and 
black ashtrays which are Empire period an- 
tiques. A metal acoustical ceiling with built- 
in indirect lighting completes the setting. 

“Since its first opening day, we have had 
excellent traffic,” reports Miss Sylvia Stein, 
owner of the new shop and another located 
on the street level arcade in the same build- 
ing. “Everybody comments not only on our 
fine merchandise but on the charm of the 
interior,’ she adds. 


POPAI Expands 
Research Budget 


Carl Bergmann, chairman of the Point-of- 
Purchase Advertising Institutes Research 
Committee and president of Palmer Asso- 
ciates, announced that the Association has 
stepped up its activities in basic merchandis- 
ing research—with a 400% increase in its 
research budget. The immediate result of 
this increase will be the release in the fall 
of two major research projects. 

One study, conducted for POPAI by Mass 
Marketing Research, will determine the ex- 
posure and circulation of point-of-purchase 
merchandising materials in retail outlets. 
The other study, being conducted by Louis 
Harris & Associates, is concerned with the 
utilization of point-of-purchase materials— 
how to get point-of-purchase displays up in 
retail outlets. Supermarkets, drug _ stores, 
hardware stores, package stores, jewelry 
stores and service stations will be among the 
types of outlets surveyed. 

Mr. Bergmann also announced that the de- 
tailed study released last fall by the Asso- 
ciation on Plus Sales in Supermarkets is now 
available in an illustrated edition entitled, 
“triggering plus sales and profits with point- 
of-purchase display merchandising.” 


—————. ee 


New Christmas Color Spray 
By Illinois Bronze 


A new Christmas Color Spray has been 
manufactured by Illinois Bronze Powder 
Company, Chicago. This new color spray, in 
an aerosol can, is for giving holiday decora- 
tions a brilliant glitter and color that sings 
of holiday cheer. It can be used for decora- 
ing wreaths, interior decorations, ribbon, 
tree bases, branches and plastic foam, and is 
available in red, green, silver, gold and 
white. For further information, contact the 
firm at 2023 South Clark street. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


y 
A- 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 


*T.M. 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


268 Pages 


More than 600 illustrations 
Size 9 x 12 inches 


Cloth bound 


Now in third edition 
Contains everything about Display 


—YOU MUST HAVE A COPY 
...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 


The Display Calendar 


Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 


The Workshop 


Windows of the World 


PRICE a fe POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 





“ARMANI GBISGPLAY 


— 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


& DISPLAY WORLD, Cincinnati 1, Ohio 


: (J Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 
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PRINCIPLES OF SPRAY PRINTING 


(Continued from page 35) 


Always keep the paint gun moving. Keep- 
ing the gun in one place with the trigger 
ON piles paint in one spot and will cause it 
to sag or run, giving you a terrible job 
(Fig. 10). 


Fig. 10 


Don’t shoot into deep openings. The air 
blast that sprays the paint must disperse 
without affecting the primary spray. In deep 
corners, the air blast is trapped. Spray parts 
separately before assembly or leave ends 
open until sprayed (Fig. 11). 








Spray painting is not hard. It only requires 
some practice. Don’t become discouraged. 
The ultimate results will be well worth a 
little effort, time and hard work. 


New Panel Stock 
Made by Weyerhaeuser 

Sign-makers, in both silk-screen and hand- 
painted versions, have discovered a new 
panel stock that provides savings in time 
and preparation costs. The material is Ply- 
Veneer, a paper-overlaid-veneer, manufac- 
tured by Weyerhaeuser Company, Tacoma, 
Wash. The panels are being made available 
to the sign industry in a_ white-one-side 
kraft surface that offers important use ad- 
vantages. 

Cole & Redmayne of Tacoma, silk-screen 
sign and display firm, adapted Ply-Veneer 
panels for political and real estate signs, 
printing directly on the white surface, elimi- 
nating the need for sealing or prime-coating 
prior to silk-screening. Fog-coating is not 
needed on the backs of the signs, because 
Ply-Veneer panels are laminated on the 
reverse side with a natural color kraft. 

Customers have been pleased with the ap- 
pearance and performance of their low-cost 
Ply-Veneer signs for the 2 to 3 months use 
for which they were designed. A _ lacquer 
spray adds further weathering qualities, 
where this is desired.. Write to Weyer- 
haeuser Company, Silvatek Division, Tacoma 
1, Wash., for information. 
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for maximium illumination .. . 


POSTOSCOPE Opaque 


| Projector 


Imagine the convenience of this Opaque 
Projector in your sign or display depart- 
ment! Need a large sketch — but fast? 
Just place this projector over a photo- 
graph, magazine page, coin, jewelry or 
any flat opaque object — and you can 
project a screen image, faithful in every 
detail and color. 7 feet square and 
larger. Projects an area 6” x 6” at one 
time or larger area, a section at a time. 


2... $35.00 


F.O.B., N.Y. 
LARGE PROJECTORS TOO! 


Send for descriptive folder 
showing entire line of 
opaque projectors 


FREE. 200 PAGE CATALOGUE 
° 10,000 art and drow- 
ing supply items available through 
Arthur Brown. Write today on firm 
letterhead! 


Arthur Brown & Bro., Inc. > 
2 West 46th St., New York 36, N. Y. 





Hi-Style Wigs | 


Make-ups 


Glamorous N 


Also 
RENTALS 


ee Special Promotions 


MADISONIA MANIKINS 


152 W. 25 St., New York 1 
11 S$. Desplaines, Chicago 6 





(Continued from page 10) 


of your display department personnel. If there 

is a particular mention of your store in the issue 
or perhaps a photo of one of your displays, make 
sure that there is a notation drawing attention to 
this attached to the magazine. In the latter case, 
the copy should also be directed to the publicity 
department, which might decide to pass the 
information along to the newspapers or include 
mention in the store's house organ or bulletin. 


Roger Anderson, who draws our men's wear 
display sketches, is now touring Europe but will 
soon settle at Buffalo, N. Y., where he hopes to 
secure a permanent display position. He might 
also consider locating elsewhere. The former New 
Zealand displayman is very capable in all phases 
of display in addition to men's wear. If inter- 
ested in interviewing him upon his arrival here, 
let me Know. 


A talented young British displayman plans 
to visit New York City in September to obtain 
employment. Again, let me know if you'd 1ike to 
talk to him. 


There is an opening at Curacao, Netherlands 
West Indies, for a display consultant to assist 
all the local merchants in improving their 
displays. For information, contact Mrs. Helen 
Dovale at P.O. Box 416. 


We would like to offer our special thanks 
to Retail Reporting Bureau, New York City, for 
the permission to reproduce some Christmas display 
photos from their Christmas Display Review, as 
explained on Page 54 of the August issue and 
advertised in the June issue. 


DISPLAY WORLD has just completed an extensive 
analysis of the registered attendance at the June 
Market Week. The results verify our original 
contention that the event was attended by display 
dirctors from practically every top store in the 
country, with several of these same stores 
sending along other members of the display 
department and other store executives. Every 
state was represented except Hawaii. 


Cordially, 


Sal ZA. 


DISPLAY WORLD 








your center for display industry information and assistance A § § 0) b Al | () N 


. headquarters for locating supply sources . . . sponsors 


of June and December Market Weeks yearly. ip | c P | AY 
e NEXT SPRING SHOW 
Dec. 4-8, 1960 — New York City 
e NEXT CHRISTMAS SHOW 


June 25-29, 1961 — Chicago 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK I, N. Y. 





DISPLAYMEN ! 
CORBOSCO Flowers & Foliage 


Create a mood 
Portray a season 
¢ Emphasize a color 
¢ Duplicate the outdoors 
¢ Add grace and dignity 


to interior and window displays of accessories, cosmetics, 
lingerie, ready-to-wear, giftwares, home furnishings... 


A basic stock of durable, washable, fade resistant, realistic 
CORBOSCO flowers and foliage is essential to every dis- 
play department. 


Pick yours from NEW, LARGER CORBOSCO CATALOG 
(32 pages in full color)...over 250 different varieties of 
Coralin® flowers and foliage... potted plants... Christ- 
mas creations. 


WRITE TODAY FOR FREE CORBOSCO CATALOG AND PRICE LIST. 
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CORHAM ART FLOWER COMPANY 


216 Central Avenue, White Plains, N.Y 
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ROTATING UNITS 
& FLASHERS 


Get dependable action in your 
displays and your lighting with 
McMahan Rotating Units and Me- 
Mahan Flashers. McMahan units 








eliminate breakdown headaches. 
Rotating units have brush and slip 
ring contact. 


Other features are: 


e HEAVY THRUST 
BALL BEARINGS 


e HEAVY DUTY 
CONSTRUCTION 


e SILENT OPERATION 








Add the extra attention of mo- 
tion without fear of fouling or 
howling. McMahan Motion Units 
and Turntables are smooth-working 
and dependable. 











Low cost repeat cycle Flashers 


for every purpose. Synchronous 
motor and adjustable speed types. 
Single and multiple circuits. Fea- 
ture heavy contacts and springs, 
long life, fast and slow action. UL 


approved, 








693 RAYMOND AVENUE ST PAUL 4. MINNESOTA 
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ARIOUS publications of the National 
Retail Association are of 
particular interest to 
advertising and display directors of depart- 
Since these 


Merchants 
sales prom« ition, 


ment, chain and specialty stores. 
duties are usually combined in the smaller 
stores, we have listed all of the NRMA pub- 
lications covering these phases of retail 
operation. These 
from the organization at 100 West 31st street, 


New York City 1. NRMA also has a 


catalogue of other publications 


materials can be secured 


available 


upon request. 


2. —— 


BRANCH STORES 
By Edward M. Stanton 
Price: $5 (NRMA members); $10 (others) 
This 212 page book contains concise 1n- 
formation on the planning, merchandising, 
operating and promoting of branch stores. 
[It follows from the choice of site to methods 
and techniques employed in every branch 
activity. On the subject of display it devotes 
ten pages to headed Storage of 
Props, More Interior Emphasis, Open-Win- 
dow Principle and Half Have Own Staff. 
Under sales promotion and advertising come 
such headings as Special Events, Direct 
Mail, Newcomer Acceptance and others. The 
book was published in 1955, but the situa- 
tions and problems have not changed much 


subjects 


since then. 


SALES PROMOTION MANUAL 
FOR SMALLER STORES 


Edited and Compiled by Leonard Mongeon, 
Marilyn K. Hessol and Howard P. Abrahams 
Price: $3 [NRMA members); $6 (non-members) ; 

$10 (non-members eligible to join) 

This spiral-bound book is packed 
basic fundamentals of all phases of sales 
promotion with many ideas and techniques 
of value to smaller Window and 
interior display is covered in 20 pages. Since 
the manual’s 


with 


stores. 
the information is general, 
publication date of 1951 has little signifi- 
except the obviously dated display 

Examples of successful sales pro- 
smaller stores are included in 
one section with another listing suggested 
promotions for each month of the year, plus 
additional information on anniversary pro- 


cance, 
photos. 
motions of 


motions. 


DISPLAY MANUAL 
Price: $2.50 

A publication containing 21 articles by 
leading display directors, designers and 
architects, it was originally published in 
1951, with six of the articles added in 1955 
for the second printing. Original articles 
were also brought up-to-date. This is one 
of the few publications on basic display 
techniques that we can recommend without 
reservation. Each article is packed with in- 
formation presented by an authority on his 
subject. At the price, it is a definite steal! 


SALES PROMOTION 


ENCYCLOPEDIA 


Price: $25 (NRMA members): 
$40 (non-members) 
This tabulated loose-leaf 


notebe yok con- 


Display Bookshelf — 


Case 


audi- 


pages of actual 


have staged 


than 350 
how 


tains more 
histories on 
torium promotions, back to school and col- 
clubs, chil- 
promotions, 


stores 
lege, charitable contributions, 
dren's attractions, 
community promotions, and every conceiv- 
able type of promotion event or activity 1n 
which the sales promotion department could 
There is an appendix tor 


(‘hristmas 


become involved. 
promotions by merchandise 


Being in a binder makes it easy 


departmental 
categories. 
to add ideas picked up elsewhere. If the 
binder becomes too fat, the material can be 
used in a vertical file drawer. 


1961 SALES PROMOTION 
CALENDAR 


Price: $4 NRMA members); $8 (non-members); 
$15 (retailers eligible for membership) 

This 12-month guide will help you deter- 
mine what, where, when and how to pro- 
mote. It contains a budgeting procedure show- 
much to spend, how to distribute 
it according to media, departments, mer- 
chandise, and statistics telling how 
much departments should do each month in 
relation to their year’s business. Also how 
much the store should do every month. 
IK very important trade day or week is indi- 
cated with sponsor's name. 


ing how 


sales 


THE PROMOTION EXCHANGE 

Price: $4.50 (NRMA members); $8 (non- 
members}; $15 (retailers eligible for 
membership } 

This is a newsletter containing a compila- 
tion of spot news, specific studies on public 
relations, display, advertising and direct 
mail and timely promotional experiences by 
outstanding promotion men in the retail field. 


HOW TO PLAN AN 
ANNIVERSARY SALE 


Price: $2.50 

This publication gives the procedure, sug- 
gested themes and campaigns for stores, and 
people who deal with stores, on how to plan 
and promote a storewide sale. It also gives 
examples of how many outstanding stores 
conducted their sales events and, in par- 
ticular, anniversary sales. 


POPAI Issues Booklet 
Cn Trade Practices 


A new booklet entitled “Modern Trade 
Practices in the Planning, Development, Pro- 
duction and Distribution of Point-of-Pur- 
chase Advertising Material” has been issued 
by the Point-of-Purchase Advertising Insti- 
tute. Described as a “checklist of basic 
trade practices in the development and 
manufacture of point-of-purchase advertis- 
ing materials—as they apply in the working 
relationship between the point-of-purchase 
producer and his client,” this primer is de- 
signed to be used as a guide in the pro- 
duction of more effective merchandising 
materials. It was prepared by the Trade 
Practices Committee of POPAI, headed by 
Chairman O. Morley Tanney of Goodren 
Products Corporation. Copies are available 
upon request from POPAI, 11 West 42nd 
street, New York City 36. 
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Display Mart Promoted 
For Cincinnati 


A permanent display and exhibit center, 


where products and services of all businesses 
connected with building, decorating, furnish- 
ing and remodeling of home and industry 
will be represented, is being promoted tor 
downtown Cincinnati, on the 
Fighth and Walnut streets. Reservations 
are now being sought for four floors of 
space, some of which will be utilized as 
exhibit-ofiice combinations. Edward Weston, 
president of the Display Mart says that 
space will be available for permanent un- 
manned displays, show-booth displays and 
some regular office space. 
will be available. 


corner ot 


Design assistance 


The location was determined by the heavy 
population concentration in the Cincinnati 
trading area and the Ohio Valley’s position 
as a hub of activity for the building, decorat- 
ing and furnishing products fields. 


Mercury Announces 
Planning Catalogue 

Latest Mercury general catalogue contain- 
ing complete illustrations and dimensional 
information on supermarket, drug and gen- 
eral chain store shelving and automatic 
checkstand equipment is now available. 

Descriptive information, floor planning di- 
mensions, assembly, versatility, photos and 
3-view drawings are contained in the 24- 
page catalogue, in convenient binder cover. A 
copy is available by writing: MARCO En- 
terprises, Inc., 3301 South Main street, Los 
Angeles. 
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L.E. CARPENTER & COMPANY 


356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 


SETA VENETIA 
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perfect combination for 
refreshing new displays .. . 


VICRTEX V.E.F. FABRICS 





— PLUS YOUR IMAGINATION 


Vicrtex’ glowing colors and deep-sculptured patterns create moods of | 

warmth, luxury, excitement to flatter and complement merchandise displays 
Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 
others will stir your imagination to new heights. 

Practically indestructible, VICRTEX V.E.F.* fabrics won't chip, crack 
peel or fade stain, soil and flame resistant wipes clean with a damp cloth 
Reusable; will last for years. 











Write today for swatches, prices, descriptive literature. ne 
my 


electronically 


fused 








SHIRT FRONTS 


PROX & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) e Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 


orted colors to box. 
° $12.75 per doz. 
Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 








From Doodle’ to Exhibit 


Here's the story how Federal Displays, Cleveland, has developed 


a demand for custom exhibit booths using standard pre-scored 


corrugated sheets to fit almost every situation 


N envelope post-marked California, con- 

taining a piece of scratch paper bear- 
“doodled” sketch, arrived in the 
mail of Federal Displays, Inc. A trade show 
exhibit was air-expressed and unveiled in 
Puerto Rico. All of this occurred in an 
elapsed time of four days. 


ing a 


These seemingly unrelated events are in- 
deed related. The west coast party urgently 
needed a new exhibit and had heard of the 
work of Federal Displays, of Cleveland, 
building exhibits exclusively of corrugated 
paperboard. 

This is one of many instances whereby the 
Federal technique has paid off for customers 
since the display firm turned to this method 
and materials. In fact, the entire concept 
ot the company is devoted to this alone. To- 
day, it is shipping a steady stream of corru- 
gated-made, corrugated-packed trade show 
displays throughout this country and over- 
seas. 

The story is best told by William H. Os- 
trow, who with Ben Porath put the business 
on a steady footing. An unlikely combina- 
tion, too, considering that Mr. Ostrow came 
from the chemical industry and Mr. Porath 
owns a direct mail house. 











Credit for the basic idea of speed, economy 
and flexibility of trade show exhibits — not 
to be confused with floor-stand or counter 
merchandisers — belongs to an attorney 
who worked out the scheme, and brought 
Mr. Ostrow and Mr. Porath in to manage 
and merchandise the business. They wanted 
-and have found a method of low-cost 
displays, using stylized design and assembly 
line production. 

Their first completed exhibit, this one re- 
ceived by telephone order from New York 
City, was shipped May 31, 1958. Since then 
production has averaged nearly two com- 
pleted units a day. 

To make the method workable, they needed 
the help and advice of a corrugated pro- 
ducer, and found their answer at the Cleve- 
land Corrugated Division of St. Regis Pa- 
per Co., working with George A. Waters, 
sales manager. Mr. Waters, who engineered 
the corrugated stock for Cleveland Corru- 
gated, has developed a fabricated system of 
large standard sheets pre-scored, ready for 
finishing by Federal Displays. 

Let’s start at the moment corrugated sheets 
arrive at the Federal plant. 

A customer for an exhibit, many now 1n- 





NATURAL PREPARED 
FOLIAGES , WOOD 











TROPICAL 
ACCESSORIES 


¢ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 
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ViSPEAY LIiGatT 


NEW ROTATING § 
"LIVING COLORS” | 


OR DRAMATIC STATIONARY COLOR 


CHRISTMAS TREE LIGHTING 
MERCHANDISE DISPLAY 
SHOW WINDOWS 

SPECIAL EFFECTS 
CONVENTION EXHIBITS 


HEAT RESISTANT DIFFUSING TYPE GLASS LENSES 
RED ¢ GREEN © AMBER @ RED © BLUE e CLEAR 
3-WAY SWITCH CONTROL 

DRAMATIC SELECTED STATIONARY COLOR. Any 
of the six lenses can be positioned for selected color. 


ROTATING 
the motorized COL-O-LUM 
make one revolution 

every minute. 


ON & OFF 
CONTROL 


Slip Clutch 
For 
Indexing 


For imaginative 


ALL 


ANGLE | 
SWIVEL-ARC \ 
POSITIONING 


Write 
for 
Literature 


STETSON MANUFACTURING CO. 
1223 CIRCLE AVE 


Fr Patents Pending 


FOREST PARK, ILLINOIS 


“LIVING COLORS". The six lenses of © 














Learn HOW To 


RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handle men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr .«ctions. Worth five years 
training under a profess.:onal trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9x/2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, Cincinnati MW1, O. 














SEPTEMBER, 1960 


cluding the largest companies in America, 
works out a design with Federal. Or Federal 
submits its own design ideas — at no charge 
to the customer, Mr. Ostrow considering this 
their own ‘ tool.” Since simplicity is 
the keynote, a customer can take advantage 
of his “doodling instincts” in suggesting de- 
sign from “stock,” Mr. Ostrow explains. 

In its stock of design suggestions, Federal 
says it has been able to “get away from 
many preconceived methods characteristic 
of the business.” 


‘sales 


“We offer fine line drawings instead of ex- 
pensive washes,’ Mr. Ostrow remarks, “and 
use many standard design blanks from 
which the customer can choose. Many other 
special graphic arts techniques can save the 
customer money, too. And yet, no two ex- 
hibits appearing in the same show will be 
exactly the same.” 

Design treatment completed, the corru- 
gated backgrounds are flame-treated and 
finished to meet the customer's color specifi- 
cations. Art work and lettering — either 
hand painted or cut-outs — are attached, and 
lights, hook-on tables or stands and other 
accessories assembled. The units are packed 
in corrugated shippers and dispatched. 

Upon arrival, Mr. Ostrow continues, the 
exhibitor himself can assemble the display 
in 15 minutes or less. No tools or outside 
labor are needed to handle the light-weight 
units, all pieces fit together with special 
speednuts, and signs are affixed with small 
pins. Ostrow computes the average life of 
a corrugated-made exhibit to be seven or 
eight showings. Many times the life is 
longer depending on care, but most exhibi- 
tors find they “get their money back trom 
the first showing.” 

The allows for 
standard trade-show measurement, in mul- 
tiples of 10-foot sections 8 feet high. They 
can be flush or winged, depending on re- 
quirements. Each 10-foot section will support 
150-pounds vertical weight. The units come 
in four basic models. 


system exhibits of any 


Mr. Ostrow noted that usual custom-built 
displays cost $75 to $100 minimum per run- 
ning foot. Corrugated displays cost about 
$15 to $20 per running foot. 

In addition to the economies of materials 
and labor due to the speed of design and 
assembly inherent in this method, transpor- 
tation and storage savings are considerable, 
and many times pay for the cost of the 
exhibit. 

Frequent exhibitors find they can buy 
several corrugated displays for the price of 
one custom built unit, spread their showings 
to include several exhibits not otherwise 
covered, and even be money ahead by dis- 
posing of the units rather than paying stor- 
age. 

Mr. Ostrow said that one exhibitor enroute 
to Rome, Italy, was confronted with a $128 
shipping estimate to airlift a corrugated 
exhibit from Cleveland. But the weight and 
size was such he was able to take the cor- 
rugated - packed, corrugated - built exhibit 
along as personal luggage, saving the freight 
charges. 

Considering that Federal-built corrugated 
displays cost as little as $150, this exhibitor 
was virtually ahead of the game before he 
started, Mr. Ostrow commented. 
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andi, pan Daglayey 
FILIGREED 


METAL FOIL 
PANELS 


Decorative, eye-appealing, sales-promoting, 
for backgrounds, windows, interiors, 
in three glittering colors 


COPPER FOIL 
enhances the beauty of Autumn displays 


GOLD FOIL 


adds richness to Christmas promotions 


ICE-BLUE FOIL 
features cold weather promotions 
(furs, for example) 


Size: 40 inches wide, 9 feet high. 
Flameproof. Folds flat for shipping. 


Whiley [nef $5.5 O KOOL UUs 


punt 


le 
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ALLIED DISPLAY MATERIALS INC. 
241 West 23rd Street, New York 11 
Telephone ORegon 5-6350 (Area Code 212) 


Please ship at once 
Filigreed Metal Foil Panels @ $8.50 each 
(Check quantities in colors desired) 
Gold 


Charge our account 


Copper ice Blue 
Check enclosed 

| STORE NAME 

ADDRESS 


' YOUR NAME 





oa. Osplay creators 
display manulacturers 


avid hamberger ine. 
See 2ST Re ET 
JEW YORK 
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1015 FILBERT ST., PHILADELPHIA 7, PA. 


Established in 1906 
WAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 

E 


xcellent Delivery — Write for Price List 





Outdoor Display Ideas 

In New Pratt Poster Catalogue 
Over 100 

idea, 


advertise a 
special event 


Ways to 
service or 
displays are shown in a new 20-page cata- 
logue available Pratt 
Printcrait bldg., Indianapolis 4. 
are display ideas tor retail outlets, 
centers, 


trom 
Included 
shopping 
associations, service clubs, home 
and real 


churches, 


estate 
athletic 
and carnivals 

Among the stock and custom-made display 
items 


developments, schools, 


events, tairs. exhibitions 


shown are pennants, banners, flags, 


bunting, individual letter-banners, 


cutout window letters 


balloons, 
, vertical pole displays, 
propeller spinners, spiral pennants and stick- 
on posters. Packaged displays are offered 
for use during grand openings, open houses, 
anniversaries, birthdays and holidays. 


YYEDIOPLAY DARADE na 2seby... Buch 


product, 
with outdoor 


Poster Ye 


Make Wood Expansion Pole 


With Timber-Topper 


With a unique device called 
> 


per and an ordinary 2 x 3 
make 


Timber-Top- 
stud, you can 
a temporary, removable support post 
that will hold up almost anything. Timber- 
Topper consists of a metal sleeve measuring 
12 by 2 by 3 inches which has 
inside it. To erect 


a coil spring 
a post, you simply slide 
Timber-Topper over the end of a 2 x 3 which 
has been cut to the correct floor to ceiling 
measure, and spring the post into place. The 
depressed spring holds the post firmly up- 
right. Removal is equally fast and easy. 

Timber-Topper is said to offer a relatively 
inexpensive and convenient way to make 
temporary supports for hundreds of display 
uses. 

W rite 


poration, 


to Reproduction 
111 Plains road, 


Engineering Cor- 
Kssex, Conn. 


- 





—South African Feather Co., Inc.— 








WHITE MICA 


FIREPROOF .. . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 SIXTH ST. FOREST PARK, 
STAMFORD, CONN. PLLINOTS 


DECORATIVE FOILS 


K P Expanded Alumim Foul, a P “ 

panded Pufthng Foil, R P 'U nexpanded Foil 

R P Non-E xpan dable Foil, R P oe Me tal 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 











Geonce WAS BORN IN WACHINGTON D.C. 
ABBOTT ART SCHOOL MAJORING IN APVERTISING ILLUSTRATION . 
ATTENDED AMERICAN UNIVERSITY.... 


STUDVING SALES PROMOTION 
AND MARKET PESEARCH 
—_—— 


LeTs SEE... Mon. AT 
UFORDS, ve... 
WHITES, WEP.. Rey 

. wou)" 4c / Ever SEt_/ 


PKeED AS FREE 
LANCE Dis PLAY a 
ADVERTISING MAN 


MarereD, HAs 


ONE DAUGHTER ANp 
TWO SONS. 


Googe 


Dispiray Director 


SEARS, ROEBUCK AND CO. 


—AMPEN, N.cj. 


GRADUATED FROM 


SrarreP AT SEARS.. 
ROEBUCK AND COMPANY 
IN 1950 AS A DisPLAYy 
HELPER. 


TRANSFERRED To 
SEARS CAMDEN As 
ASSISTANT MANAGER, 
LEFT THE DISPLAY DE - 
PARTMENT BRIEFLY 
FOR MERCHANDISING 
“EXPERIENCE STItCLAT 
THE CAMDEN STORE. 
RETURNED To Dispray 
AS DISPLAY MANAGER 
AE SEARS SANDEN 
WHICH POSINON HE 
NOW HOLDS. 


ENJoys praw- 
ING IN SHARCOAL 
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BRITISH EXHIBITION 


(Continued from page 43) 


lantic. There was great relief when, on test 
24 hours before opening, we found it un- 
damaged. 

These effects all required subdued and 
controlled general illumination, so we dis- 
pensed with the normal Coliseum lighting 
and installed our own—in fact we completely 
reconstructed the whole of the main floor 
with prefabricated walling screens and ceil- 
ings, and raised floor levels where required. 
Quite an operation, doing this conversion in 
8 days—in fact we only had one night to 
check our sound and projection effects, dan- 
gerously near zero. 

This introduction to the show was _ in- 
tended to impress the visitor by the tech- 
niques we used as much as by the facts and 
exhibits we demonstrated. 

The Second Floor, where we displayed 
consumer goods, was a difficult problem as 
the high central area is boxy and ugly in 
proportion—with revealed girders in the roof, 
and with a great empty “stage” recess at the 
end, and existing lighting which blinded 
visitors as they ascended the escalators. 

We decided to re-shape the hall and make 
it appear twice as long in perspective by a 
glass fabric ceiling and drops down either 
side — creating a “London Arcade” of white 
strips, with thin red strips set vertically 
within it. 

The most difficult item to erect in the 8 
days was the great double stairway, con- 
structed of standard scaffold components and 
with six flights of steps up each side from 
the second to the third floor. This job was 
delayed as trucks used this part of the hall 
to bring in exhibits and it was only by call- 
ing in steel construction workers at night 
from other jobs in the New York area that 
we got it up. 

When carpeted in the velvety green nylon 
carpet it acted as a frame for the 100 foot set 
piece at the end of the hall. I was asked to 
design this on a traditional theme and so 
used lions and unicorns (the supporters of 
the Royal Arms). But these were far from 
traditional. The great lions were based on 
Sumarian reliefs; the unicorns, mannequin 
figures from Paris with their lovely heads 
knocked off and replaced with unicorn 
heads with long tresses of nylon hair 
Veronica Lake style. 

When complete, the whole show may have 
had an effect of simplicity and poise, but in 
fact, from design point of view, every foot 
of the area was a battleground at committee 
stage, largely concerned with balancing costs. 
Nevertheless the ground and second main 
floors were finally almost exactly as con- 
ceived and sketched in crayon on my first 
visit to view the site 18 months ago. 








SOURCE SERVICE 


If in any of the illustrations in 
DISPLAY WORLD you see some prop- 
erty, fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you 
with the source from which it can be 
obtained. Just address your inquiry to 
the Editor, DISPLAY WORLD. Cincin- 


nati 1, and it will have prompt attention. 
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FOR POSITIVE, 


We) eyel-y ame GENUINE 
fe (tie cpEAD 
DRIVES... 





Now successfully employed in radio and TV tuners, 
recorders, air conditioners, timing devices, etc. De- 
signed for economical, positive gear trains or drives 
free of slippage and backlash. 


VERSATILE BEAD CHAIN 
has many other advantageous applicetions such as: 
@ part retainers @ remote control devices 
®@ fan or ventilator pulls ® revolving displays 
and many others 
WRITE TODAY FOR CATALOG AND SPECIFICATION SHEETS 


THE FREAD CHAIN mre.co. 
94 Mountain Grove St. Bridgeport, Conn. 





te Light .» BUT DRIVES %” CROWN 


STAPLES IN 4 LENGTHS FROM %” TO %” 


/@ HANSEN|T-6] TACKER 


* Weight only 1% pounds 
% 4 Staple Lengths 


USES 3%” CROWN STAPLE! 


This new HANSEN TACKER 
drives a %” crown sta —~ 
which gives good hol ing 
power on displays, fabrics an 
many other applications. Fea- 
tures include quick opening 
front, flush jaw for close 
quarters; drives %", 4", %" 











4 and 3%” long staples. WRITE TODAY for further details. 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Avenue, Chicago 40, Illinois 





Truly Lifelike ... 
Colorful * Attractive 
Economical * Sanitary 


All foods, meats, vege- 
tables, fish, bakery and 


dairy products, ice creams. 
Send for FREE CATALOG No. 7. 


THE IMITATION 
FOOD DISPLAY COMPANY 


107 Lawrence St. e@ Brooklyn 1. WN. Y. 


TR 5-1268 








FINEST Dyed 
BURLAP 


—-20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 


Grass Mats — 314 x 6 feet 
Always IN STOCK 


VAN ARDEN FABRICS MNERS. 
110 Murray Street New York 7, N. Y. 











Designed and made with the skill and 
artistry that 30 years in the field of 
fine cul wood letters brings. Extra 
FREE bonus: Style and price sheet 
showing vast selection of sizes and 
designs. Write today. 


ri 
; 


St., Phila. 7, Pa. 


ae 
12-1 : : . 
| WAlnut 23-5334) ¢) WAlnut :2-4953 | 
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BETTER PRESENTATION 
OF JEWELRY DISPLAYS 


(Continued from page 39) 


ATTRACTING ATTENTION 
IN A SHOPPING CENTER 


Here is an idea for a central display in 
the window of a jeweler on a busy shopping 
street or, for that matter, in any locality 
where merchants are endeavoring to outvie 
one another in drawing the attention of 
shoppers to their windows. Borrow from a 
friendly store a mannequin’s hand or glove 


| form and place it in the window holding 


the ace, king, queen, jack, and ten of dia- 
monds, and bearing the legend, “Diamonds 
Are Trumps!” 

If this were placed immediately in front 
of a show of diamond rings and other ar- 
ticles containing diamonds, it would hardly 
fail to be noticed and commented upon. It 
would be an advantage if it were possible 
to introduce movement by means of a clock- 
work or electrical device, for the waving of 
the hand to and fro would turn it into a 
veritable “eye-catcher.” 


“TIME” IN THE 
JEWELER'S WINDOW 


It is true that many jewelers have pend- 
ant clocks above their shop frontages, but 
this merely indicates that there is a jeweler’s 
shop below, and, beyond proclaiming that 
fact, it does not necessarily tend to induce 
the casual passerby to examine the display 
in the window itself. A “going” clock 
prominently displayed inside the shop-win- 
dow, as a permanent feature of the display, 
and with a suitable slogan, such as “Be On 
Time with One of our Timepieces,’ would 
be an idea easy to carry out, yet one with 
a sales-impelling appeal, for the simple act 
of glancing into a window in order to com- 
pare the time with that of one’s own watch, 
cannot but call attention in many instances 
to other goods on show. 

A glass-taced “going” clock, with no 
apparent works or motive power, and bear- 
ing the legend “How Does It Work?” pro- 
vides an aura of “mystery” which is bound 
to excite avid curiosity and comment. The 
act of closely examining the clock with its 
transparent face, must obviously have the 
effect of bringing to view adjacent articles 
in the window. Placed on the window-glass, 
or close to it, this novelty has an attraction 
of its own, which has been witnessed and is 
vouched tor by the present writer 


A SUGGESTION FOR THE 
EXCLUSIVE ESTABLISHMENT 


With mobile display fittings of every 
description so readily obtainable nowadays, 
the jeweler in the “exclusive” class can at 
least make frequent changes in planning 
his window display, instead of adhering 
to the old idea, still so prevalent, of keep- 
ing to an invariable layout every week of 
the year. If I had such a shop I would 
look through my stock for something un- 
usual as a showpiece, but not necessarily 
for sale — an exquisite piece of silverware, 
a watch or clock of unusual design or in- 
terest, something with a historical, local, 
or topical background. I would place it, 
descriptively ticketed, in a central position 


in the window, and build my display around 
it. 

Such a display as I have suggested may 
safely be shown in the most exclusive jewel- 
er’s window without giving rise to the feel- 
ing that by using it there is any loss of dig- 
nity to the jeweler or the reputation of his 
business. Should the article so displayed 
be a large one, I would place it on or near 
to the floor of the window; if a small one 
is selected, it should be at or just below 
eye-level and as close to the window-glass 
as possible. After a reasonable period — de- 
pending on the interest the exhibit continues 
to evoke I would have it taken out, and 
replaced by an attraction of a different na- 
ture. 


THE PRESENTATION OF 
JEWELER'S SMALLWARES 


Nothing is more distracting to the gaze of 
the window-gazer than a display of mis- 
cellaneous smallwares placed without form 
or pattern on the “floor” or shelves of a 
window, particularly when the would-be 
purchaser is desirous of choosing presents 
without having any particular articles in 
mind. Often these smallwares are placed 
at inconvenient heights in the window, mak- 
ing them either inconspicuous or difficult 
to examine without the window-gazer being 
put to the inconvenience of straining his 
vision in order to examine them more 
closely. 

One jeweler in a busy London street gets 
over this difficulty by placing a glass shelf 
at average eye-level immediately inside the 
window-glass, and showing on it miscel- 
laneous small goods — trinkets, seasonable 
gifts, necklaces, and the like — each article 
being fairly well spaced and plainly price- 
ticketed. Sometimes he places at the center 
of the shelf a “special bargain,” and it need 
hardly be added that this gains eager atten- 
tion, for a neatly lettered showcard tells 
those who pass the shop that it is worth 
their while to stop to examine such an ex- 
ceptional offer. This is only one of the many 
ways by which a jeweler can bring the 
curious gaze to his window of folk who, in 
the ordinary would pass it without 
more than a casual glance, but in the lim- 
ited confines of a short article, it is quite 
out of the question to quote other examples. 


way, 


It is an axiom in selling that anything 
which gives the customer unnecessary 
trouble is bad salesmanship, and this, of 
course, applies as much to display as to the 
more personal contacts in retailing. It 1s, 
then, bad salesmanship to force upon the 
window-gazer the job of searching through 
the whole display in the hope that, by ex- 
amining every article in turn, he will ul- 
timately pick on something which suits his 
purpose. 

Ed: Part Three: Preparing for the Win- 
dow Display will be in the September issue. 


Christmas Catalogue 
Issued By Park Lane 

The 1960 Christmas catalogue of Park 
Lane Fabrics Co., Inc., 45 East 30th street, 
New York City 16, is now available. It con- 
tains various decoratives, such as wreaths, 
sprays, trees, angels, Santas, branches, gar- 
lands, lights, snowmen and corsages. 
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Deroy Displays, Toronto, 
Designs Biblical Scenes 

On August 11 opened Christus Biblical 
Gardens at Gatlinburg, Tenn., which includes 
scenes from the life of Jesus Christ, with 
figures done by the same firm that creates 
those for the famous wax museum of 
Madame Tussaud in London. Designers, 
builders and consultants for the props and 
settings for the scenes were Deroy Displays, 
Toronto, Canada. 

The two principles, the well known dis- 
play designers, Derek Deroy, and his father, 
Stanley, stopped by DISPLAY WORLD 
offices in Cincinnati recently to show pre- 
liminary photos and sketches of the scenes 
and promises a complete article for publi- 
cation at a later date. Many new and 
unusual techniques have been employed. 
Displaymen in the vicinity of Gatlinburg or 
planning their vacation trips should consider 
including this stop on their agenda 


New Adhesive 
Seals When Heated 

Development of Vinylstix Heat Seal, a 
new, water-based adhesive for dry-bonding 
supported and unsupported plastics, cotton, 
wool, leather, paper, acetate and other mate- 
rials, is announced by Adhesive Products 
Corporation, 1660 Boone avenue, New York 
City 60. A _ clean, strong, permanently- 
tlexible bond to almost any surface can be 
obtained instantaneously, merely by applying 
heat. It can also be used as a wet stick 
adhesive, if desired. Write to the firm tor 
information and sample. 


Plan Now for 1961 
Interior Design Month 

It may be too late for displaymen to adapt 
their schedules to include a promotion of 
National Interior Design Month for 1960, 
but the same dates—September 18-October 18 
—will apply next year. Various promotional 
aids are available from Designers and Dec- 
orators Service Company, a division of Sam 
Kaufman Company, 151 West 46th street, 
New York City 36 Write to the firm for 
information 


Fixture Mart Issues 
New Catalogue 

A new 124 page catalogue of mannequins, 
display fixtures and show cases, as well as 
other display accessories, is now available 
from The Fixture Mart, Inc., 314 W. Jackson 
boulevard, Chicago oF Write tor a copy if 
interested. 


Gertrude Cornell Moves 
Factory to New York City 

Enlarged facilities are the result of a move 
ot Gertrude Cornell from Blairstown, N. J., 
to 1050 Sixth avenue, New York City. She 
manufactures various costumes, including 
Santa Claus and Donald Duck 


Pat Higgins Joins 
Wing's Success 

Miss Pat Higgins, formerly with the Dis- 
play Center, New York City, has joined 
Wing’s Success Display, a division of the 
Wilson Research Corp., as a sales repre- 
sentative. 
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ZARIA’ 
Children 


You and your 
buyer will 


like them too. 


PRIMAVERA 
SERIES 


Sizes: 
4-6-8-10-12-14-16 


Write for 
Photographs 


and Prices 


F Clothes by Tony Weil 


Zar 1a DISPLAYS, 434 sixth Ave., New York City 11 

















Maquette. 
53 SIGNPRESS” 


SHOW CARD AND POSTER MACHINE 


ye. a cate? | SPEED----SIMPLICITY 
a LOW OPERATING COST----LONG LIFE 


MODEL “Mi 2 tas Seattee 


With new ‘Magnetic’ type 

lock up. Greatest advance- 

ment in sign machines within 
last 25 years. SPEEDS UP They’re Reversible 
OPERATION and provides : 

complete flexibility of type 

arrangement. 


MODEL "B" 


A medium priced sign ma- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 


Many national chains have 
from 50 to 500 or more Sign- : 
press machines in use. a Ss Pe 

MODEL M-!1422 — 14 x 22 — Patents applied tor 


MADE IN THREE SIZES... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX I-144, ADRIAN, MICH. 
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J 


rs 


COLO-CORK 


(Cork Chips in Color) 


25 Colors 


Including Metallic 


Astoundingly Beautiful Effect 


for a "Floor Scatter." 
Still at same low price. 


Samples on request. 


See your jobber or order direct 


MALROS COMPANY 


“The House of Colors” 


DOVER. 








CHRISTMAS DECORATORS 


Inside and Outside Decorations 
Aluminum Foil Garland 
String Lights, Ornaments, Etc. 
Write for literature — dealer prices. 


Manufactured by: 


[ Filjon] INDUSTRIES, Inc. 


1211 E. Fayette St., Box 122, Syracuse, N.Y. 








PERMALIFE 


Sai 
=a lingel Hair 


10 HEAVENLY COLORS 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


Angel Putt 


BIG PANELS OF 
PUFFED SPUN GLASS 
naviries Invited 


i 
PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 








@ Rustic Frames 

@ Rustic Boxes 

@ Bird Houses 
& Feeders 


BIRCH Poles & Branches 
CEDAR Poles & Siabs 


RUSTIC 


Furniture Co., Inc. 
"*Poarkcraft'’ 

Phone NAtional 9-6479 

Williamstown, N. J. 


‘RUSTIC & WESTERN DISPLAYS | 
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| Display and Exhibit Company 


| Moves to New Quarters 


The Display and Exhibit Company recently 
completed their move to their new location 
at 1501 FE. Ferry street, Detroit, Mich. 
This represents the third move for the com- 
pany within a ten-year period because of the 
tremendous growth and newly added servy- 
The quarters will furnish over 
100,000 square feet with all operations and 


ices. new 
the office area on one floor. This will assure 
adequate facilities for their cus- 
tomers. The move also is in tempo with De- 


storage 


troit's developing convention and show busi- 
the location will enable the 
company to service the new Cobo Hall and 
and 


ness since new 
other convention sites more economically 
quickly. 

and 
quality and 
the first company in 
Michigan to offer complete show and 


Display and Exhibit Company creates 
produces custom and 
displays. It is 


exhibits 
also 
Con- 
vention services. These services cover: as- 
sistance in organizing the show, promotional 
aid in graphic arts and advertising prepara- 
tion, mailing lists and mailing 
and assistance in selling exhibit 


campaigns 
space. In 
keeping with the expanding show and con- 
vention business, Harry R. Schramm, who 
has been active in Detroit's show and exhibit 
held, 
shows 

The 


Speerschneider, 


was appointed manager of 
and conventions. 
officers of the 


president; 


recently 


Rudy 
Ben Hazelton, 
vice-president; Arthur Graham, vice presi- 
Robert L. Jondron, 
and Fred Burcroff, treasurer. 


Company a&re: 


dent of sales; secretary; 


Weber Plastics Appoints 
Midwest Representative 

Weber Plastics, Inc., Stevens Point, Wisc.., 
custom molders of expandable polystyrene, 
recently appointed Richard Ragnow as tech 
nical representative for the states of Illinois, 
lowa, Minnesota and Wisconsin. The an- 
nouncement was made recently by E. C. 
Wotruba, president of both Weber Plastics, 
Inc., and its parent company, Weber Tackle 
Company. 
will be 


Mr. Ragnow, whose headquarters 
Kxcelsior, Minn., has had wide ex- 


| perience in both the production and market- 


ing areas of the plastics industry. 

Weber Plastics, Inc., offers complete de- 
sign, mold-making and production facilities 
and currently is serving a wide variety of in- 
dustrial customers with packaging, display 
and premium items. 


—New Home of Dis- 
play and Exhibit Com- 
pany, Detroit, Mich. 
. . . This is third ex- 
pansion move for firm 
in ten years .. . New 
quarters cover 100,000 
square feet— 





COMING UP! 


American Home Lighting Fixture 
Month 

American Woolen Month 

Child Foot Health Month 

Fall Cleaning Time begins 

Miss America Pageant begins 

*Labor Day ‘4 Sept. 5 

National Child Safety Week Sept. 7-14 

National Wallpaper Month. Sept. 15-Oct. 15 

National Dog Week Sept. 18-24 

National Sweater Week Sept. 19-25 

Kiwanis Kids Day.. Sept. 24 

National Tie Week Sept. 24-Oct. 1 

National Sunday School 
Week 

*Yom Kippur 

Fur Time USA... 

Let’s Go Hunting Month 

Cheese Festival .. 

Rice Harvest Festival 

Shrimp Fiesta i 

National Employ the Physically 
Handicapped Week 

National Letter Writing Week 

National Pharmacy Week 

National Business Women’s Week 

National Wine Week 

Fire Prevention Week 

*Columbus Day .. 

National Interior and Exterior 
Design Week 

Sweetest Day 

National Downtown Week 

National Thrift Week 

National Bible Week 

American Youth Foot Care Week 

National Donut Week 

United Nations Week 

National Flower Week 

National Pretzel Week.. Oct. 28-Nov. 4 

Hallowe’en Oct. 31 


(DISPLAY WORLD will be glad to fur- 
nish the name and address of any sponsors 
of the above-mentioned events. Many of 
them make available free posters or other 
display material as well as ideas for displays 
tying in with the occasion. Simply address 
your request to the Editor, DISPLAY 
WORLD, Cincinnati 1. 


“These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


Sept. 1-30 
Sept. 1-30 
Sept. 1-30 
Sept. 1-Oct. 31 
Sept. 4 


Sept. 25-Oct. 2 
..Oct. 1 
Oct. 1-31 
Oct. 1-31 
Oct. 1-31 
Oct. 1-31 


Oct. 1-31 


Oct. 2-8 
Oct.42-8 
Oct. 2-8 
Oct. 3-9 
Oct. 8-15 
Oct. 9-15 

Oct. 12 


Oct. 13-20 

Oct. 15 
Oct. 16-22 
Oct. 16-22 
Oct. 17-23 
Oct. 17-22 
Oct. 17-24 
Oct. 18-24 
Oct. 23-30 
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Displayman's Painting 
At Republican Convention 

An abstract painting by Burt E. Pringle, 
display director, Rosenblum’s, Jacksonville, 
Fla., was requested for display at the 1960 


—Displayman Burt Pringle and his painting 
"Convention '60— 


Republican National Convention in Chicago 
recently. 

The abstract composition entitled “Conven- 
tion 60” was done in temperas and detailed 
the 50 states’ convention plaques in white 
and shades of gray with black vertical lines 
on a light blue background, 18 by 40 inches. 

The painting was designed originally as 
part of a series of men’s wear displays. It 
was also used as the basis for an editorial 
by Caleb J. King, Sr., Editor-Emeritus of 
The Florida Times-Union, Jacksonville. 


Display Firm Reorganizes 
As Commercial Art Studio 

Jack Pentes, former principle of Commer- 
cial Art Shop, Charlotte, N. C., has reor- 
ganized as Jack Pentes Studio, with the 
mode of operation changed from that of a 
display manufacturer to that of a commer- 
cial art studio. The original firm was a 
member of the National Association of Dis- 
play Industries briefly. 

Specializing in creative ideas and design 
as well as display and exhibit design for 
industrial and institutional accounts, the new 
firm is rapidly becoming the first real com- 
prehensive studio operation in that area. 

Many of his friends and customers estab- 
lished while operating on a national basis 
will want to contact him at his new address, 
410 North Laurel avenue, Charlotte. 


Abram Promoted 
By Haggarty’s 

Alex Abram has been promoted to display 
director of the seven Haggarty’s stores 
throughout the Southern California area. 
Henry Jampol, former ciopiay director, left 
to become associated with Brunn and Ber- 
theim, display manufacturer, New York City, 
as a designer. 
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Whenever you say it 





Victorian style: I", 142", 2%", 4" high 
Roman style: 372", 5" high, also in white 
write for folder 


ftwin Display 


133 west nineteenth street 
new york 11, new york 














SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 
No. A-II—THE SUIT. Beautiful No. A-9—FINEST QUALITY outfit made of 
and lush soft Velveteen Suit RED VELVETEEN. Consists of overblouse, 
with REAL WHITE FUR trimmed pants and Velveteen hat trimmed with white 
on hat, overblouse and leggings. PLUSH. Heavy weight leatherette belt with 
Black patent leatherette belt large gilt buckle, leatherette boot tops with 
with large gilt buckle. white plush trim. Large size only. 


$115.00 without wig & beard $75.00 without wig and weard. 


No. A-5—DE LUXE RED VELOUR OUTFIT, without wig & beard 
No. A-3—RED TWILL SANTA OUTFIT, without wig & beard 


SANTA WIG & BEARD SETS 
100% Nylon Wig & Beard Set, Standard... ..$19.90 


De Luxe Nylon Wig & Beard Set—50% fuller than Standard 
Super DeLuxe Nylon Wig & Beard Set—100% fuller than Standard. $39. 50 
Seran Wig & Beard Set. . $12 


ORDER NOW! 


Mail orders filled 
immediately. 

















Choose from 5 smart ORIGINAL is 


collar styles _ ~ . Ee 
i EAD ~ 
' , SHORT Sie 

Made by shirt manu- 

facturers with 40 years 

™ experience. Up-to-date 

EYELET fabrics and collar styles 

to keep your displays 


smart and attractive. 
Display Dikees save 
trimming time—do not 
7 need rigging or pinning. 
@ Tailored of combed, fine, imal they eae 
sanforized fabrics—gquaranteed ase expensive shirt stocks. 
e reo = two-ply double ) P . — Immediate delivery. 
material for greater opacity ee 
Latest collar styles fe: ene SEND FOR BROCHURE 
White broadcloth and oxford ee ee Ee 1425 No. 76th St. 
Sized for standard form ea Se sy Phila., 31, Pa. 
Full 1S"* in length Bem Special tab on rear of collar 
Extra long Dikees available . pins to forms 
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E WARDROBE 
MASTER 


HN == © 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 


MAN 


oot 
a 
a © 











- DIVIDE 
X CONQUER 


the space problem! 
Any one of Ferrocraft's many 
panel dividers will subtly separate a 
window or floor display. The SB-33 
illustrated is satin black with brass dia- 
mond perforated panels. Rods and trim 
are also in gleaming brass. 

Height Width Each 

SB-33 33” 18” 14.95 
S-33 (same as SB-33 except all 

white) 12.95 
See photographs of all of Ferrocraft’s 
versitile dividers, call your Display 
Jobber. 


hinged 











ERROCRAFT 


Morgantield Kentucky 


—Attractive, 
display rack featuring 
Munsingwear_ golf shirts 
knocks down for easy ship- 
ping and handsomely de- 
picts the full-round pen- 
guin as the symbol of iden- 
tification It is being 
used effectively for coun- 
ter, ledge and window 
treatment It was de- 
signed by W. L. Stens- 
goard & Associates, Chi- 
cago— 


brass-plated 


NADI NAMES COMMITTEES 


(Continued from page 44) 


Wavid Sloan, chairman; James Nesbit and 


Walter Sturm. 

MEMBERSHIP COMMITTEE: Duties: 
) membership applications before 
they are submitted to the Board tor voting. 


‘| MO screen 


This Committee also recommends qualifica 
requirements. 
Richard J. 


tion Thomas Hughes, chair 

man; Adler, John J. Denton, 

David Opperman and George Silvestri. 
PROMOTION COMMITTEE: 


To advise regarding general advertising and 


Duties: 


promotion programs conducted in addition 
to Market Week promotion programs. Nathan 
Silverblatt, chairman; Norbert H. 
W. H. Stensgaard and Mark Wohlwerth 


PUBLIC RELATIONS COMMITTEE: 
Duties: To study, recommend and help im- 
plement public relations programs designed 
to foster and encourage the growth of the 
display industry in broad areas in which the 
need for a greater appreciation of the valu 
of display exists. 
Sid D. 


Sylvan Freund, chairman; 
Chairman, Ted Colombo, Max Mayer 
Rosen. 


and Lewis 


—NADI— 


Spring Show: At a meeting of the Market 
Week Committee, held August 20, plans were 
outlined for the coming Spring-Easter-Sum 
mer Market Week to be held December 4-8 
at the New York Trade Show Building. This 
(‘ommittee 1s headed by Gordon Keith. 

\ key plan was to continue the theming 
idea for this event to achieve, as we did for 
coordinated 
center on “Spring- 
Italian 
ascendency in the world of fashion and mer- 
chandising. Appropriate side- 
walk cafes, local color and show prizes will 
Details will be worked 
out during August and announced tully in 
the next newsletter. 


attract ive, 
will 


previous shows, an 
look. The theme 
time in 


Rome” in recognition of 


decorations, 


be featured again. 


Also prospective is a prize contest for dis- 
playmen based on photographs of Spring- 
EKaster-Summer windows submitted to the 
NADL. The judging would take place during 
week. Contest and prizes tor 
winners will be worked out this month and 


show rules 


announced in September. 


Austen, 





Candy Executive Recognizes 
Value of P-O-P Display 

Speaking before the 
sale Tobacco & Association, Inc., 
Ben A. Bouchard, executive vice-president 
of Mars, Inc., concentrated on the importance 


Whole- 


Southern 
Candy 


of retail point-of-purchase display material 
as a means of substantially increasing candy 
He challenged jobber salesmen to the 
task of seeing that their retailers use point- 
of-purchase displays provided by manufac- 
turers as 


sales. 


“silent salesmen who nab the cus- 
tomer in the area where sales are actually 
made.” 

Mr. Bouchard further emphasized, “An 
intensive study was made to secure accurate 
information as to how various type products 
respond to point-of-purchase dis- 
plays, compared to the same products’ turn- 
over when placed on a regular shelf. The 
study revealed that special displays increased 
unit cakes mixes 1017%, potato 
chips 1204% and peanut butter 1395%. Top- 
ping the percentage gain of everything else 
in the candy products 
enormous increase of 3453%! 


special 


sales of 


store. showed an 


Baby, Children Photos 
Available Through Service 

A new, low cost photo stock service for all 
users of baby and children photos is avail- 
able. This service provides a big selection of 
baby and children photos for illustrations in 
direct mail, newspapers, magazines, and for 
all types of 
ages, types 


sales promotion displays. All 
and children are in- 
Write fore free catalogue from 
Photo Guild, 5032 Lankershim 
North Hollywood, Calif. 


poses of 
cluded. 

(Childrens 
houlevard, 


McAleer Displays Joins 
Kitzing Studio 

Kitzing Studio, Inc., welcomes Charles Me- 
Aleer and his key personnel into its organ- 
ization. McAleer Displays, Inc., was the 
oldest established display house in Chicago. 
Kitzing Studio, specialist in trade show mer- 
chandising, produces exhibits that have sold 
products for companies all over the United 
States, Canada, South America and Europe. 
The combined knowledge and talent of these 
two organizations will be directed by Fred 
Kitzing. 
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Kominiscing 


SEPTEMBER, 1935 


George A. Barry, manager of the window 
display service department of F. Altman & 
Co. Columbus, Ohio, died after a long ill- 
ness. 

Andrew Matzer resigned as display man- 
ager of Thalheimers, Richmond; he had been 
with the firm for five years. 


Otto Lasche, Kline’s, and Joe Chadwick, 


Famous-Barr Company, were declared win- 
ners in a local display contest held in con- 
nection with St. Louis’ Annual Veiled 
Prophet ball. 

L. EK. Hier opened his own display equip- 
ment business in Minneapolis. 

The Pacific Coast Association of Display 
Men held its annual convention at the Hotel 
Congress, Portland, Ore. Vic Linden, J. C. 
Penney Company, Spokane, was elected pres- 
ident, replacing Floyd E. Tucker, J. C. 
Penney Company, Bremerton. Other ofhcers 
named were: first vice-president, Henry 
Stohlton, Friedlander’s, Seattle; second vice- 
president, CC. E. Williams, Barnes-Woodin 
Company, Oakland, Calif.; secretary-treas- 
urer, ©. H. Fogelquist, Fogelquist’s Men’s 
Store, Spokane. The executive committee 
was made up of Floyd Tucker; Walter 
Rimes, Henry Birks Company, Vancouver, and 
H. Kk. McLaren, The Bon Marche, Seattle. 

Samuel R. Weiss, associated with the dis- 
play field for many years, joined Bodine & 
McCormick, (Chicago. 

The first installation of “invisible glass” 
was made in the windows of Marcus & Co., 
New York City jewelers. 


SEPTEMBER, 1950 


Milliron’s, Los Angeles, named Gordon 
Butcher to succeed Anthony Golff as display 
manager of the firm. Mr. Golff became pres- 
ident ot National Indoor Advertising Com- 
pany, Los Angeles. 

Joe Barranti, assistant display manager 
tor Lane Bryant, Pittsburgh, and Lou Koser, 
display manager for Harzteld’s, Kansas City, 
were called into military service. 

Al Putnam, display director of Gray Mer- 
cantile Company, Memphis, was promoted to 
promotional director for the 12 stores in the 
firm's operation. He was succeeded by his 
assistant, Kyle Duncan. 

W. H. Stensgaard, son of the president of 
W. L. Stensgaard & Associates, Inc., Chi- 
cago, was called back into the service as an 
officer in the artillery. 

Joe Kreis, formerly of Davison-Paxon, 
Columbus, Ga., joined H. P. Selman, Louis- 
ville, Ky., as display manager, succeeding 
Philip Sandman, who resigned to open his 
own display business. 


New Wire Bending 


Machine Introduced 

A new wire rod and bar bender has just 
been announced by the Lubow Machine Co., 
Inc., 262 Mott street, New York City 12. 
[It is a production machine and will torm 
angles, triangles, U’s, squares, rectangles, 
pentagons, hexagons, etc., fast and accurately. 
This machine should meet the needs of many 
display manufacturers. 
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This Fabulous fig Fascinating 
‘® \ Aqua Display 


New Lighted | 
with 1001 


Sparkling uses 

Commands attention day ) Mali} \\ \ No electrical work— 
att 
q 
H'< 


and night—Unusval light- Made of anodized 


ing effect—Like a cas- Aluminum — Durable 


cade of diamonds! Same 4@ Rust Proof Pump— 
water circulates through Guaranteed One 
filter. Just plug in ordi- Full Year—Built to 


nary A.C. outlet. : Man last indefinitely. 


REAL a, 


FOUNTAIN sm, . West 40th St. 
DISPLAY CO. _ | New York 18 





ONLY FLAIR 


HAS THE PHANTOM 


-ANKLE-ROD ! 
AIR eastic MANIKINS 


15 W. 18th STREET NEW YORK 11, N. 





From a 1” x 2” furring strip 
i ' | M B EK R toa 12” x 12” Timber. 


Masonite Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 





Celotex 


Mouldings oe FAST SEar tte @ 


Homasote T U L N QO ¥: z saan INC. 


Dh noaas 
I ly wood 17 Ridgewood Place Brooklyn 27, N Y. 
Upson Board GLenmore 5-414} 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 














FLASHERS 


® Since 1900 


Force Attention, Increase Advertising Value 


REZ LERS 
ELECTRIC COMPAKRY 


Motorless 3055 RIVER ROAD RIVER GROVE, ILL. Driven 














HOLLY 30 LITE 
MINIATURE SET 


/P2% 


(* UL 


a 
UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
out the rest remain burning. Set avail- 
able in green or ivory wire and sockets 
and with colored or clear bulbs. 


24 lite model also available 


JULIUS KUPFER, INC. 


Migrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 

















BUILD BETTER DISPLAYS 
with versatile, dependable 


UHU GLUE 


The. Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14, N.Y. 








FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 

















AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 

















THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features. 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 
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THE FUNCTIONS OF RATIONAL AND 
EMOTIONAL DEMAND STIMULATION 


(Continued from page 44) 


aroused. It can be forgotten either through 
time lapse or due to the interference of other 
thoughts and events. 

If either an original or mnemonic impulse 
is present in the individual (1.e. if he has 
neither forgotten nor satiated it) the impulse 
can be reinforced. Reinforcement is important 
as an aid to memory—‘“in the first half hour 
after an idea has registered with a person, 
half of it is forgotten”; in this sense it 
acts much like a mnemonic impulse. But, 
besides merely maintaining an impulse, rein- 
forcement strengthens it. “Each time an idea 
is repeated, the impression becomes stronger. 
Each time an impression is reestablished, it 
tends to last longer.” 

Closely related to impulse is habit, whereby 
a past method of satiating a tension is auto- 
matically repeated whenever the desire or 
want recurs. Habits are formed as an ex- 
pedient way of satisfying desires which often 
recur and which can be gratified at small 
cost. The consumer does not find it worth 
his while to deliberate each time the desire 
occurs and so merely repeats his actions of 
the time before. If not repeated often, habits 
fade; in this way they are related to impulses. 
And, like impulses, habits can be intensified 
by reinforcement. When a display arouses a 
desire, the automatic response of a habit may 
be set in action, the desire will be satiated, and 
the habit will be reinforced. 

Forms of rational demand stimulation.—In 
contrast to emotional demand stimulation, ra- 
tional appeals depend on the viewer's judg- 
ment, reflection, and mature decision-making. 
Every display attempts to stimulate rational 
demand by publicizing the value of some item. 
Rational demand is stimulated when the view- 
er perceives the value of the item in satisfying 
his desire, deliberates over its value in rela- 
tion to other potential purchases and in rela- 
tion to the drain on the viewer’s financial re- 
sources, and decides that the item is worth the 
price. 

A diversity of rational appeals are employed 
in display. These factors of demand stimula- 
tion fall into two general categories—merchan- 
dise and service. The display is usually com- 
posed of merchandise carried by the store. 
The viewer will thereby be informed of the 
products that the store sells, the variety (in- 
cluding colors, sizes, and styles), and the 
price line (as shown by the quality of the 
items displayed, the arrangement and atmo- 
sphere of the display, and the presence or 
absence of price tags). The merchandise dis- 
play will also reveal style trends. This is an 
important rational appeal in fields where style 
leadership is an influential consumer moti- 
vation. 

Displays may also feature or imply special 
store services. Rational demand is stimulated 
by the services accompanying the purchase of 
an item as well as by the item itself; value is 
enhanced by such features as _ personalized 
selling, pleasant decor, charge accounts, self- 
service, fancy wrapping, and other services. 
The mature customer will include these fea- 
tures in his value appraisal. 

Interrelation of the functions of emotional 
and rational demand stimulation. — Although 
the method of individual presentation and 
analysis used in this essay may have created 


the impression that only one or a few of the 
methods of demand stimulation are used in 
any one display, the many forms of appeal 
are all present in all displays. Because the 
retailer attempts to stimulate demand by pre- 
senting only certain qualities of his wares to 
public attention through display, he, too, may 
hold the opinion that only certain functions 
are carried out in any one display. For ex- 
ample, the retailer may emphasize the low 
price of his merchandise; nevertheless, the 
display will motivate viewers through other 
appeals, regardless of the fact that the re- 
tailer had no such appeals in mind when he 
set up the display. 

Although all forms of demand stimulation 
will be present, some will be more active than 
others. This is due in large part to the ar- 
rangement of the display and to the preferences 
of the viewer. The degree of understanding 
the retailer has of his potential clienteles 
criteria of value is important as it will influ- 
ence him in creating the display. If features 
are stressed which rank low among the view- 
ers’ preferences, the potential demand-stim- 
ulating factors will remain relatively inactive, 
and the display will be ineffective in its role 
as a selling medum. 

It should also be understood that consumer 
responses to a display are not necessarily 
brought about by only one form of demand 
stimulation. Although it is possible to stimu- 
late demand through only one appeal, it is 
more usually influenced by a combination of 
appeals; and it is probable that a combination 
of rational and emotional appeals will be in- 
volved. 

Every decision to purchase is the result 
of a definite mental reaction or process. 
This reaction may be emotional or ra- 
tional, or it may involve something of 
each of these two elements Many 
decisions for and against a purchase are 

the result of a combination of the 
emotional and the rational. 


The number and types of responses that the 
display creates are dependent only on the 
effectiveness of the display in communicating 
features which are valued by the viewer. 

The relative importance of rational and 
emotional consumer behavior has been clari- 
fied in a survey of consumer attitudes con- 
ducted several years ago by George Katona 
and Eva Mueller. The survey was made in 
order to find the kind and extent of delibera- 
tion that accompanies the purchase of house- 
hold goods. As measures of deliberation the 
researchers used five “dimensions”: The length 
of the planning period before purchase; the 
extent of information-seeking activity; the 
degree of price-consciousness; the degree of 
brand-consciousness; and the number of fea- 
tures other than brand and price considered, 
such as quality, performance, style, operating 
cost, etc. A point-scoring system was devised 
which showed the findings to follow the pat- 
tern presented in the following table. 


Percentage Distribution of Buyers Along 
Over-all Distribution Scale for Four 
Large Household Goods 
Highly deliberate (21-19 points) 0% 
(18-16 points) 6% 
(15-13 points) 14% 
(12-10 points) 21% 
( 9- 7 points) 22% 
( 6- 4 points) 15% 
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Nondeliberate ( 3- Opoints) 7% 
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Not ascertained 15% 


The researchers concluded that “less than 


ORDER NO Wi to be sure you have plenty on hand for 
e the holiday season 

a fourth of durable goods buyers . . . seemed : 

to conform to the traditional picture of eco- . \\ ° 47 

nomic man having a strong motivation to use | er] ] la | e 


their financial resources to best advantage.” 

The bulk of consumers based their purchase 

decisions in part or wholly on other than a sa ged 

rational determinants. 3 ® WHITE © YELLOW ® LILAC ®DK. BLUE ® GREEN 
Applying their concept of deliberation to ‘ ® LT. BLUE @®RED *® AQUA @PINK ® CHARTREUSE 

men’s sport shirts, the researchers discovered ‘ 

that the notion of highly deliberate buying was 


The Superfine Angel Hair in 10 Heavenly Colors 


Packed in one-pound polyethy- WHITE, per pound... $1.00 
lene bags for easy handling 


even less applicable. This small purchase was : ond manseumn dleplay visiedline. COLORS, per pound oe 
far less frequently planned, and there was ‘a 7 


much less information-seeking prior to it. 24 ANGEL HAIR DREAM PANELS 
The implication is that emotional demand j > 

stimulation is, practically without exception, 

of greater importance as a function of dis- Panels are 2 ft. wide by 8 ft. long Each Panel only $5.00 when purchased in full carton. 

play than is rational demand stimulation. Al- and 3 in. thick. Packed 6 to carton. Each Panel $5.50 when purchased less than carton. 


Same Colors as Above 


though this is true, emotional demand stim- 


ulation is of relatively greater importance in 

some cases than in others, either because the SOUTHERN IMPORTERS and EXPORTERS 
displayed articles are not as important in a 
monetary sense, or because they are more fre- 1809 Louisiana 3. Houston 1, Texas 
quently purchased, or because both of these 


; Centrally located to serve you better — faster 
factors act in unison. 


Write for a copy of our new Christmas Catalogue 





Herman Joins 


L. A. Darling 


Roy J. Herman has joined the Los Angeles om LLU MINATED PLANTIC BELLS 
sales office of the L. A. Darling Company, it ] ‘ 


is announced by Louis Blasi, sales manager ; No. GW-20—Full round bell with bell bottom assembly is 
4 deep drawn from Tenite Butyrate in Christmas red or 

translucent colors turquoise, peach, pink or blue. Equipped 

with ring mounting for hanging. Total watts: 75. Size 

20 in. diameter. Each . . . $25.50. 

No. GW-20—Bell Bodies Only Without Lamps Or Bottom 

Assemblies. Each . . . $10.00. 

No. GW-34—34 Inch High Red Illuminated Bells. Same 

construction as above. Each . . . $49.75. 

No. GW-34—34 Inch High Red Illuminated Bell Bodies 

Only without Lamps Or Bottom Assemblies. Each .. . 

$25.00. 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVENUE ST. LOUIS 3, MO. 




















— Roy J. Herman — 





, : . e ge | hg 4 © 

of the Bronson, Mich. manufacturer of dis- GELBER ELECTRIC Puts Motion in our Promot 

play and merchandising equipment. WATER FOUNTAINS y ion 
Mr. Herman has served with the com- | Portable—Light Weight—No Water Connections. UP TO 100% PROFIT TO DEALERS 

pany’s New York sales office for the past Guaranteed for | yr.—For Indoor or Outdoor Use. CLASSIC CASCADE 


three years and in the sales department of STONEIFICIAL FALLS Designed to lend its beauty to 


° , (for the outdoor motif } ny displa theme Can b d 
the home office in Bronson for two years | Gives your display the appearance of great bulk a > > a Be Gund 


prior to that. He was a manufacturer’s rep- with 1/80th the weight of real stone. Formed like constant service without attention. 


‘ ae > ¢ a / ial mc ier nature's own creation in durable fiber- Color pregnated in milk white. 
resentative in Europe for several American glass. Will not crack; natural color will not fade. Will not chip or stain. Ready for 
and European manufacturers from 1953 to Can be gariand with flowers and lights to suit immediate AC operation. Comes 


1955. Mr. Herman is a graduate in Business | %'sPlay. Ready for immediate AC operation. complete as shown. 38'' tall, pool 


oo ; . - ; : 5 models made. di t 24'': | depth 4": 
Administration of the University of Minne- Pictured is the Cat- pon al gal. No} - 


sota. alina No. 1611, 22" 


The L. A. Darling Company Los Angeles phe a) — a ee ee ong 
, ° v uses is 


office has recently moved to new and larger mighty midget. Motor treated 
office and showroom headquarters at 1818 to SORENESS. ar 
. . we 4 mersion ~~ e: 4". Fitte 
South Flower street. with 110 V. AC cord. Highly 


SEND FO 
—_—_—— versatile. Model No. A2A. CATALOG TODAY 
Charles Serum 


‘ites Sieeintiaend 5. GELBER & SONS, INC., 5B06N. Lincoln Ave., Dept. D-9, Chicago 45, Ill. 


Charles H. Serum, Jr., a former executive 
and sales manager with both the Coca-Cola FOR DISPLAY MANUFACTURERS & JOBBERS 
Company and the Nu-Enamel Corporation hie plug Pegs 
and most recently a marketing research con- Products of Styrofoam 
sultant, is now an associate with W. L. Stens- Menstacturing end Processing ‘ premarin ny 
gaard and Associates, Inc. Mr. Serum joins < we & \ pi ope 
Stensgaard in the capacity of an saaiaee FOLIAGE CO. OF AMERICA ee ss Sar HONDE tosecr. 2 


LUDINGTO M Write for FREE folder, samples 
executive for national brand manufacturers. N, MICH. — mmc THE Lumi-plug COMPANY 


15 W. 44th Street, New York 36, N.Y 
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TICKET HOLDERS 


Molded of 
CLEAR PLASTIC 


Pyramid Ticket Holder perfect 

for small point of sale pricing. 
Complete the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
clear plastic These beautifully molded ticket 
holders are just the thing for soft line display. 


CL 10 Package of 50 $ 9.00 
Lots of 100 15.25 


R. C. QUENSELL 


909 S. E. 15TH CT., DEERFIELD BEACH, FLA. 











Mauhattar 


et letter co. 


& imeonPpoRates 
i151 WEST (8th STREET. NEW YORK |. N, Y. 


EXHIBIT BOOTHS 


¢ Flameproofing Spray ¢ Portable Canopies 
e Mirrored Balls * Draperies ¢ Spotlights 
e Crowd Control Equipment 


FILJON, INC. 
1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 


SHOULDER COVERS 


Crystal-clear polythene. 








Price list and samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 











WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


DISPLAY TURNTABLES 
@ All Steel 
ALL SIZES—Large or Small 
illustrated folder 


AMER-STAGE EQUIPMENT 
605 E. 134 St., Bronx 54, N. Y. 





@ Heavy Duty 





Write for free 








PORTABLE © STATIONARY 
VELOUR COVERED ROPE 
S. PARKER HARDWARE MFG. CORP. 
» 27 LUDLOW ST. N.Y.C. 2, N.Y.-WAlker 5-6300 


New Distributor Organized 
For Plastic Foam Products 


Alfred A. Lawrence announces the torma- 
tion of Air-Lite Products, Inc., at 263 Fifth 
street, Cambridge, Mass. The company will 
sell and service a new line of foam plastics 
called Plastifoam. This material is used in 
the building and construction industries for 
low temperature insulation and for 
flotation purposes. There are 
applications in the packaging, display and 
novelty fields. 


marine 


also many 


Maker of the new product is the Plasti- 
This 
company, under the management of Walter 
Emmelmann, who gained experience in the 


foam Corporation of Rockville, Conn. 


development and production of foams under 
Bayer in Germany. 

The entire and service group oft 
\tlantic Foam Products Co., the former 
Siyrofoam distributor in New England, has 


sales 


joined the new firm. Staff members include 


Thomas Connolly, Russell Cheney, Tanis 
Moore and Tony Lomonte. Floyd Johnston 
will handle Air-Lite from his Rock- 
ville office. Air-Lite plans include an ofhce 
and facilities in the New York 
area. 


sales 


Wa rehe use 


New Brochure Describes 
Velva-Glo Fluorescents 

“Sun-tested Velva-Glo fluorescent coating 
and printing products,” an 8-page, pocket- 
size brochure listing and describing its silk 
inks, bulletin qwik-spray 
opaque water colors, aircraft and 
safety finishes, has just been issued by 
Radiant Color Co., 830 Isabella street, Oak- 
land 7, Calif. The brochure also contains an 
explanation of fluorescent colors are 
Velva-Glo lightfastness 
chart, and suggests uses in advertising, mer 
chandising, hobbies, military, public safety, 
conservation and industry. 
write to the firm. 


screen colors, 
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PRESIPENT 


DISPLAY EQUIPMENT CORP. 
CHICAGO, ILL. 


STAKTED IN DISPLAY IN 1950 
AS A FREE LANCE TRIMMER 
IN MONTREAL, CANADA 
WHILE ATTENDING MC GILL 
UNIVERSITY. GRADUATED 
FROM THE UNIVERSITY OF 
MONTREAL FETURNING- 
TO CHICAGO TO RESUME Wwi- 
NDOW, TRIMMING IN THE 
MENS WEAR FIELD. 


Eee 
/ LRRARE 


WEP eevrING 


Furerep THE Army IN 1941 
AND WAS RELEASED IN 1945 

DURING WHICH TIME HE 
WAS CLOSELY ALLIED WITH 


THE FEL UNDER GENERAL 
DE GAULLE. 


Ne 
AFTER HIS ARMY 


LIFE WE STARTED SELL - 
INS DISPLAY NEEDS iN 
AND AROUND CHKAGO AND 
EVENTUALLY WITH AMERICAN 
FIXTURE So, INC, ST. Louis . 
STARTED HIS OWN BUSINESS 
IN I9SS¢ OF WHICH HE IS Pre - 
SIDENT. 
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DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course, Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 


DISPLAY BUSINESS FOR SALE 
Small display business with good following located 


in large Alaskan city. 


good lease and location. 
Ideal for one or two persons. 


tributorships. 


Owner selling due to other interests. 


A growing business with 


Several exclusive dis- 


W rite— 


LEWIS 


3611 Princeton 


Santa Rosa, Calif. 


STUDY 
WINDOW DISPLAY 
AT HOME 
l.arn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
The KOESTER SCHOOL 
Koester Bldg. 

Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 

















Use Opportunity 
Exchange Section 
For Quick Results 


FOR SALE 
GIANT SHOE 


Welded % steel rods and finished 
with Celastic. Has seven cut-out 
windows with flower box and louver 
shutters, Shingled roof and crooked 
chimney. Approx. height 11 feet, 
length 12 feet. Asking price $00. 
This was just made for 1960 4th of 
July parade. Address inquiries to— 


NICK KRYSIL 


THE BOOK SHOP, INC. 
36 Main Street 
Fitchburg, Mass. 


FOR SALE 


2 SILVESTRI ANIMATED 
CHRISTMAS WINDOWS 


l. 14-piece Angel Orchestra’ with 
synchronizer completely recostumed 
and reconditioned motors. Ready 
for use. 

2. 14 Dolls ot All Nations Could 
be used in many ways. All in good 
condition. 

Asking price $1,000) or 
for ether unit. 

Address inquiries to— 


NICK KRYSIL 


THE BOOK SHOP, INC. 
536 Main Street 
Fitchburg, Mass. 


exchange 


Representatives 


Wanted 


In Australia, Canada, China, 
England, Hawaii, Japan and other 
countries. Real opportunity tor man 
qualified to contact prospects for 
well-known Home-Study school in 
WINDOW DISPLAY now in its 
55th year. Leads furnished. See ou 
other ad. this issue. Write fully 
giving age, experience and enclose 
recent small photo of self. 


CYRUS H. HITTLEMAN, Pres. 


The Koester School 


3710 Cicero Avenue 
Chicago 41, Ill., U.S.A. 








FOR SALE 


Santa’s Mechanical Candy 
Kitchen for corner window. 
Plenty of Action. Photo on re- 
quest. $350.00. 

also 
Santa and his Animal Band 
with coordinating music and 
outside speaker. $200.00. 
Contact: 


D. E. STILES 
Leys Dept. Store 
435 Mill Street 

Plymouth, Wisconsin 


JOBBERS AND REPRESENTA- 
TIVES WANTED 


To sell to stores and national ac 
counts. Write for full details. 
SIVAMATIC MOTION DISPLAYS 


550 Fifth Ave., New York 36, N. Y. 
PLaza 7-6454 








WANTED 
SALESMEN (SEMI-RETIRED) 
Displays and Fixtures 


BROWARD PAPER & DISPLAYS 
206 S. W. 16 Court 
FT. LAUDERDALE, FLORIDA 














WANTED 


Large Animated 
Display 
for 
Christmas Season 


BRIGHT STORES, 


Phone 700 
Lansford, Penna. 











Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 
N. Y., Chelsea 3-1550 








Use 


the 


Opportunity Exchange for... 


e POSITIONS WANTED 

e PLANTS FOR SALE 

e SURPLUS MATERIALS OR 
EQUIPMENT FOR SALE 

e MEN WANTED 

e PLANTS WANTED 

e SALESMEN WANTED 

e DESIGNERS WANTED 


1 in. x 1 Col. 
1 in. x 2 Cols. 


$ 5.00 2 in. x 1 Col. 
10.00 2 in. x 2 Cols. 


$10.00 
20.00 


(Cash With Order) 


Any Larger Size Units desired may be inserted 
at the rate of $5.00 per Single Column Inch. 


OCTOBER OPPORTUNITY EXCHANGE 
FORMS CLOSE SEPTEMBER 5th 





Display Man or 
Window Trimmer 


for a quality men’s store in 
Asheville, North Carolina. Per- 
manent position assured. In 
application State experience 


and starting salary desired 


Address BOX 9-AB 
Care of DISPLAY WORLD 








JOBBERS WANTED 


Now selling strong on _ the 
west coast a 12 phrase collec- 
tion stamp in one. Good job- 
bers mark-up. Fast delivery 
Write for brochures and job- 
bers set-up. Fixture, display 
and supply houses now selling 
them. Inquire on your letter- 
head. 


DANIELS COMPANY 


154 Sutter Street 
San Francisco, Calif. 














SANTA HEAD 
l°s<ed Outdoors One Season 


, tt. high, half round 


SHUTT 
ADVERTISING DISPLAYS 
Strasburg, Lancaster County 

Pennsylvania 
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ADVERTISING 
INDEX 


SEPTEMBER, 1960 


This advertisers’ index is pro- 
vided as an additional service. 
The publisher does not assume 
any liability for errors or omis- 
sions. 


Allied Display Materials 

American Fixture, Inc. 

American Stage Equip. & Iron 
Works 

Arnold Wood Turning Co., H 
Arrow Fastener Co., In 

Austen Display 

Sader’s, In 

Se id Chain 

Benson Cx 

Bliss Display 

Brown & Bro 

tulkley Dunton 

Callister, J. Herbert 

Carpenter & Co., In 

Cast Optics Corp 

Cohen Co., Art 

Corham Art. Flower Co 

Coronet Mtg. Co 
Darling Co 

Decorative 
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Display Equipment Ce 
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HE employment of the right mannequin 

for the right job 1s a more important 

facet of display than is normally real- 
ized. When this is done to perfection, it is 
certainly an occasion for praise. Thus we 
embark upon naming this display by A. Van 
Hollander, display director, of Gimbel Bros., 
Philadelphia, as Display of the Month. 

These muscular male mannequins make 
this display of men’s swim trunks. No other 
hgures would approach their appeal—to men 
who would like to look like that in a new 
pair ot trunks; to wives and maidens also 
wishtully thinking of their husbands and 
beaus. 

To make the most of the figure emphasis 
and merchandise emphasis, the background 
is a simple sketch of admiring bathing beau- 
ties with real sunglasses. A dash of color 
is added by the grinning sun. 

Although we would like to share this gold 
medal with the manufacturer of the male 








1959 WINNERS 
Sweepstakes: J. Howard Schneider, The 
Crescent, Spokane, Wash.; First Place, 
George K. Payne, Woodward & Lothrop, 
Washington, D. C.; Second Place, Miss 
Virginia Paxson, Marshall Field, Chicago; 
Third Place, Thomas B. Comerford, Lit 

Brothers, Philadelphia. 








figures (we don’t know who it is yet, but 
we'll find out), we are most happy to present 
it to Mr. Van Hollander with the compli- 
ments of DISPLAY WORLD’s editorial 
staff. 

This Display of the Month was chosen 
from entries received during the month of 
July in the 1960 International Display Con- 
test sponsored by this publication. 

For complete information about the 1960 
contest and a complete list of the 65 mer- 
chandise, institutional and service classifi- 
cations please turn to page 45 of this issue. 





New Fountain-Planter 
For Indoor-Outdoor Use 

General Plastics Corporation is manufac- 
turing a new plastic fountain for indoor and 
outdoor use. It operates on the recirculating 
pump principle and is entirely self-contained. 
Plants and foliage, not included, are placed 
around the spray at center, but not in the 
water. [The fountain is 31 inches in diameter 
and stands either 17 inches or 9% inches 
high, depending upon choice of brass legs. 
Five colors are available in addition to a 
translucent plastic for special dramatic light- 
ing effects. Write to the firm at 2260 Cen- 
tinela avenue, Los Angeles 64, for informa- 
tion and prices 


Vacuum Cleaner 


For Wet Or Dry Pick-Up 


Ace-Sycamore, Inc., announces its new 
line of Ace “2-Motor” drum conversion units 
designed for low cost, heavy duty vacuum 
cleaning of all kinds. Four models are 
offered. Each model is available with a 
144-inch, 2-inch or 3-inch diameter hose and 
a selection of over 100 cleaning attachments. 


It is claimed that the Ace unit with two 
motors and a 3-inch hose will pick up large 
chunks of concrete, metal or wood ... just 
so the longest dimension is less than 3 
inches. For more details and literature, 
write to Ace-Sycamore, Inc., Sycamore, III. 


DISPLAY WORLD 








THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 





A proud new achievement in plastics by Cast Optics resea 
brings dramatic Sales Punch to Point-of-Purchase and 
Counter Displays! 
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CAST OPTICS CORP. 


presents 


EVR-KLEER CAST ACRYLIC SHEETS 


in strikingly bright, glamorously luminous, remarkably 
effective California pastel shades 


All Standard Colors 


Revion created Aliso Available 
this attractive 
eye-makeup 


counter displa ; 
from Cast ran Smart merchandisers rely on color! These vibrant 


More and more hues speak with warmth, drama and convincing 
firms are power to your customers. 


recognizing the 
merchandising e cuts and forms easily 


values of this @ available in flat and corrugated sheets —all 
remarkable standard thicknesses and colors — also available 


plastic available in split-case lots. 
in mary colors. 





Contact your local distributor for 
prompt delivery or write direct for 
sample color chips and literature on 


our new California pastel colors and eVI- kleer 
standard line of 45 colors. o 








CAST OPTICS coRPORATION 


440 SOUTH NEWMAN STREET, HACKENSACK, N. J. HUbbard 9-4000 








